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Milupa  delivers 


Breakfast  Time 


more  sales 


at  all  times. 


Milupa  outsells  every  other  babyfood  com 
any  in  chemists"1 

That's  because  brand  leader  Milupa  offers 
xactly  what  you  and  your  customers  want. 

A  wide  variety  of  delicious,  wholesome 
leals  made  entirely  from  top  quality  mgredi 
its  with  no  artificial  colourings,  flavourings  or 
reservatives. 

Milupa  Infant  Foods  are  clearly 
ivided  into  Breakfasts,  Dinners,  Desserts  „ 
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and  Tea-time  savouries  to  make  merchandising  easy 
and  to  ensure  baby's  mealtime  routine  fits  in  with 
the  rest  of  the  family's. 

So  it's  no  wonder  Milupa  delivers  more 
sales.  Time  and  time  again. 


milupa 

Milupo  babyfoods.  The  one 
taste  little  experts  agree  on. 


® 


sMartr^  April  1990,  t 


See  your  representative  or  ring  our  Sales  Department  on  081-573  9966  Milupa  Ltd,  Milupa  House,  Uxbridge  Road,  Hillingdon,  Uxbridge,  Middlesex  UB10  ONE 
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THE  LATEST 
ADDITION 
TO  OUR 
ORAL  HEALTHCARE 
RANGE 


SEARCH 

DENTAL 
RINSE 


CLINICALLY  PROVEN 
ANTI  PLAQUE  TREATMENT 


FROM  SENSODYNE 


New  from  Stafford  Miller,  Search  Dental  Rinse  contains  Cetylpyridinium  Chloride  BP,  a 
proven  anti-placjue  agent  backed  by  extensive  published  clinical  trials  on  its  actual  formulation.* 

As  part  of  the  Search  Oral  Healthcare  Programme,  Search  Dental  Rinse  is  designed  to 
complement  daily  toothbrushingand  flossing.  Search  Dental  Rinse  has  a  new  product  licence  for  the 
maintenance  of  good  oral  hygiene  and  is  suitable  for  all  patients  with  less  than  ideal  plaque  control. 
Results  from  taste  trials**  indicate  excellent  acceptability. 

Supported  by  widespread  sampling  and  promotion  by  the  UK's  largest  dental  salesforce, 
Search  Dental  Rinse  will  also  benefit  from  increased  brand  awareness  generated  by  heavyweight  TV 
campaigns  for  other  Search  and  Sensodyne  products.  Search  Dental  Rinse  promises  to  quickly 
become  a  popular  new  addition  to  your  customers'  oral  healthcare  routine. 

So  make  sure  you're  well  stocked  to  meet  demand! 

Search  Dental  Rinse  -  the  clinically  proven  anti-plaque  rinse  you  can  recommend  with 
confidence. 
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SEARCH 


Dental  Rinse 

Tastefully  formulated. 
Seriously  effective. 


FROM  SENSODYNE 
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Contractors  in  north  east  London  should  welcome  the 
initiative  being  taken  by  their  local  pharmaceutical 
committees  to  cancel  the  present  rota  scheme  and  to 
provide  a  full  24-hour  pharmaceutical  service.  Indeed  the 
move  largely  mirrors  a  Pharmaceutical  Services 
Negotiating  Committee  proposal,  accepted  by  the  1988 
Local  Pharmaceutical  Committee  Conference,  to  replace 
rota  with  a  24-hour  call  out  service.  The  service  would  be 
run  in  conjunction  with  the  police  with  different  pharmacists 
on  call  by  British  Telecom  bleeper  on  particular  days. 

In  many  areas  the  present  rota  system  is  made  a 
nonsense  of  by  so  called  "rota  breakers",  or  more 
properly,  "pharmacists  who  choose  to  provide  a  late  night 
service . ' '  Chemist  &  Druggist  recently  reported  a  London 
pharmacy  which  had  found  it  necessary  to  extend  its  seven- 
days-a-week  opening  hours,  first  to  9pm,  then  to  11pm, 
then  to  24  hours  a  day  (October  13,  p644).  Also,  the 
pharmaceutical  service  often  can  be  complemented  by  an 
ad  hoc  public  contact  through  the  local  police,  who  have  a 
list  of  any  pharmacists  who  are  prepared  for  24-hour  call  out 
-  but,  of  course,  such  pharmacists  presently  give  no 
guarantee  that  they  will  be  at  home,  and  available.  The 


beauty  ot  this  latest  proposal  is  that  it  removes  the 
unnecessary  elements  of  an  existing  local  pharmaceutical 
service  and  assures  24-hour  pharmacist  input.  A  similar 
system  was  once  set  up  in  the  Wrexham  area. 

North  East  London  LPCs  secretary  Bob  Worby  was  to 
put  his  proposal  to  the  Family  Health  Services  Authorities 
as  C&D  went  to  press,  following  his  canvass  letter  to 
contractors.  It  is  to  be  hoped  that  both  contractors  and  the 
FHSAs  favour  the  scheme.  Contractors,  because  it  enables 
pharmacy  to  be  seen  to  provide  a  comprehensive  24-hour 
dispensing  service.  The  FHSAs,  because  it  would  appear 
to  be  a  cost-effective  method  of  ensuring  local  patients  can 
access  the  pharmacists'  specialist  skills  and  stock 
armamentarium  throughout  the  day  and  night. 

The  proposal  makes  sense  in  both  urban  and  rural  areas 
with  both  patient  and  pharmacist  meeting  up  at  the 
pharmacy,  and  with  the  possibility  of  a  police  escort  for  the 
pharmacist.  PSNC  secretary  Stephen  Axon  says  it  is  a 
' ' super  system " .  "It  will  allow  a  flexibility  at  local  level  to 
match  the  pharmaceutical  service  to  the  needs  of 
patients."  The  hope  must  be  that  this  scheme  will  be 
adopted  and  that  it  is  the  first  of  many. 
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London  LPCs  look  to  set 
up  24-hour  service 


North  East  London  Pharma- 
ceutical Committee  has  written  to 
its  contractors  with  a  proposal  to 
cancel  rotas  and  to  set  up  a  24 
hour  pharmaceutical  service  in 
conjunction  with  the  police. 

Pharmacies  in  the  Barking  and 
Havering,  and  Redbridge  and 
Waltham  Forest  areas  would  be 
invited  to  take  turns  to  be  on  duty 
lor  one  day  at  a  time.  The  police 
would  have  a  British  Telecom 
bleep  number  to  contact  the 
appropriate  pharmacist  who 
would  then  ring  the  police  station 
to  obtain  details  of  the  patient.  A 
police  escort  would  be  provided  to 
the  pharmacy  if  required. 

Bob  Worby,  the  Committee's 
secretary,  says:  "To  the  best  of 
our  knowledge  there  is  as  yet  no 
formally  organised  out-of-hours 
dispensing  scheme  in  this  country, 
with  a  specific  contractor 
nominated  each  day  to  meet  all 
calls  received  when  no  other 
pharmacy  in  the  area  is  open. ' ' 

Contractors  would  be  asked  to 
state  their  current  opening  hours 
so  that  the  latest  closing  time  and 
earliest  opening  time  in  the  area 
could  be  established.  The  out-of- 
hours  service  would  cover  the 
intervening  hours.  Existing  rota 
and  emergency  dispensing 
systems  and  their  related 
payments  would  be  cancelled. 

The  Committee  will  propose 


Speakers  at  the  Diagnostics 
Seminar  co-sponsored  by 
Chemist  &  Druggist  and  Ames 
(Baye)  Diagnostics  UK  Ltd)  — 
Dr  Terry  Maguire,  community 
pharmacist  from  Northern 
Ireland  and  Nuffield  research 
fellow.  Queen's  University, 
Belfast,  ami  Ellie  Oxenham, 
diabetes  nurse  specialist  at 
(lay 's  Hospital  (seep941) 


to  the  Family  Health  Services 
Authorities  a  standby  fee  of  £15  an 
hour  week-nights  or  £20  an  hour 
Saturday,  Sunday  and  Bank 
Holidays.  The  standard  non- 
resident or  resident  urgent  fees 
would  also  be  paid  whenever  the 
pharmacist  was  called  out.  The 
present  rota  budgets  would  go  a 
long  way  towards  funding  the  new 
scheme,  which  would  be  quicker 
and  more  efficient. 

The  prescriber  would  have  to 
endorse  all  out-of-hours 
prescriptions  with  the  date,  time 
and  the  word  "Urgent".  The 
prescriptions  would  be  recorded 
separately  and  notified  to  the 
FHSA  which,  if  it  felt  that  the 
doctors'  "bag allowances"  should 
have  covered  the  overnight 
doses,  could  take  the  matter  up 
with  the  doctors  concerned. 

Mr  Worby  hopes  this  would 
save  money  by  deterring  doctors 
from  calling  pharmacists  out  to 
dispense  urgent  prescriptions  in 
the  middle  of  the  night  when  they 


could  give  the  patient  an 
emergency  dose  of  a  medicine 
with  a  prescription  to  take  to  a 
pharmacy  the  next  day. 

A  minimum  of  30  pharmacists 
per  FHSA  would  be  needed  for 
the  scheme,  but  it  is  hoped  that  50 
or  60  per  area  will  take  part. 
There  are  over  215  contractors  in 
the  two  areas.  The  next 
participating  pharmacy  would  be 
on  secondary  standby  in  case 
sickness  or  emergency  prevented 
the  duty  pharmacy  from  carrying 
out  its  obligation. 

The  participants,  FHSAs  and 
the  LPC  secretary  would  be  the 
only  people  to  have  the  list  of  duty 
and  standby  pharmacies,  while  the 
police  would  have  only  the  bleep 
numbers  of  the  appropriate 
pharmacists  and  LPC  secretary. 
"This  would  be  a  very  significant 
and  time-saving  advance  on  the 
present  random  search  by 
telephone  for  a  pharmacist  who 
happens  to  be  at  home  and  willing 
to  turn  out, ' '  says  Mr  Worby. 


Losec  gets  the  thumbs  up 


Gastro-enterologists  meeting  in 
Athens  last  week  endorsed  the 
use  of  omeprazole  (Losec)  over 
H,  antagonists  in  the  optimal 
control  of  gastric  acid  secretion. 

At  a  Press  briefing  in  London, 
specialists  said  that  the  drug  has 
proved  to  be  consistently  effective 
and  well  tolerated  in  clinical  trials 
and  in  general  use.  This  was 
attributed  to  omeprazole's  unique 
action  of  inhibiting  the  proton 
pump  in  parietal  cells,  the  last 
stage  in  acid  production. 

The  length  of  acid  suppression 
was  also  thought  to  be  an 
important  consideration,  since 
ulcer  healing  improves  as  this 
increases  and  as  intragastric  pH 
rises  to  a  threshold  of  3. 
Omeprazole  at  20mg  daily 
achieves   pH3   or  more  for 


between  16-18  hours. 

Studies  were  outlined  which 
showed  that  omeprazole  is  more 
effective  than  H,  antagonists  in 
healing  of  duodenal  ulcers  (93  per 
cent  healed  after  four  weeks 
compared  with  83  per  cent  with 
ranitidine),  provides  more  pain 
relief  and  is  a  more  effective 
treatment  for  reflux  oesophagitis. 

Side  effects  to  omeprazole 
were  said  to  be  few,  although 
caution  was  urged  because  of  a 
potential  interaction  with 
theophylline  and  phenytoin,  and 
because  some  3  per  cent  of  people 
metabolise  omeprazole  slowly. 

The  specialists  concluded  that 
omeprazole  is  the  drug  of  choice 
for  short  term  control  of  gastric 
acid  secretion,  but  should  be  used 
only  in  diagnosed  patients. 


'You  and  your  medicine7 


Leaflets  to  help  customers  take 
non- prescript  ion  medicines 
properly  are  being  distributed  by 
Warner-Lambert  representatives 
from  December  1 . 

The  leaflet,  "You  and  your 
medicine" ,  has  been  produced  by 
the  Proprietary  Association  of 
Great  Britain  in  association  with 
the  Adult  Literacy  Group  and  the 


Plain  English  Campaign.  It  is 
hoped  the  leaflet  will  prove 
particularly  useful  for  the  close  on 
3  million  people  in  Britain  with 
poor  literacy  skills  or  who  use 
English  as  a  second  language. 

"You  and  your  medicine" 
describes  how  to  take  a  medicine 
safely  and  encourages  the  patient 
to  consult  the  pharmacist. 


Peer's  plea 
for  rural 
co-operation 

Baroness  Masham  of  Ilton  (Ind), 
one  of  a  number  of  disabled  Peers 
who  play  a  full  part  in  the  House  of 
Lords,  has  appealed  for  co- 
operation between  GPs  and 
pharmacists  to  ensure  adequate 
dispensing  services  in  rural  areas. 

In  a  debate  on  the  future  of 
rural  society,  Lady  Masham  called 
on  family  health  services 
authorities  to  watch  the  situation 
with  care.  She  said:  "In  rural 
areas,  where  distances  can  be 
great,  both  the  doctor  and  the 
pharmacist  should  be  able  to  cover 
this  service  for  patients." 

Lady  Masham  praised  the 
good  relationships  between 
doctors  and  pharmacists  in  the 
Yorkshire  village  in  which  she 
lives.  "I  hope  that  co-operation 
will  be  worked  out  in  other  parts  of 
rural  Britain  so  that  the  best 
possible  solution  for  patients  is 
found,"  she  said. 

During  the  debate,  Peers 
urged  the  Government  to  take 
account  of  the  extra  pressures 
imposed  on  small  businesses  in 
small  towns  and  rural  areas  by  the 
introduction  of  the  Uniform 
Business  Rate. 

Baroness  Trumpington,  for 
the  Government,  recalled  that 
they  had  recently  agreed 
improved  payments  for  GPs  in 
rural  areas  in  recognition  of  the 
special  demands  they  had  to  face. 
"Small  pharmacies  in  England 
which  are  at  least  two  kilometres 
from  the  next  pharmacy  have 
special  support  guaranteeing  a 
minimum  level  of  income,"  she 
added. 


ABPI  guide  to 
EC  safety 

To  help  industry  employers 
through  the  wealth  of  European 
Community  health  and  safety 
laws,  the  Association  of  the 
British  Pharmaceutical  Industry- 
has  published  its  "Green  Guide". 

"A  guide  to  the  European 
Community  legislation  on  health 
and  safety  at  work"  is  written  by 
Mike  Murray,  ABPI's  technical 
services  manager.  It  analyses  the 
health  and  safety  at  work 
legislation  and  its  implications. 

Those  Directives  currently  in 
force  are  summarised,  together 
with  proposals  for  future 
directives  and  an  outline  of  those 
parts  of  the  EC  administration 
responsible  for  deciding  priorities 
and  for  formulating  legislation. 
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Pharmacists  fined  over 
£1,000  for  PI  offences 


Two  pharmacists  were  fined  £750 
and  £300  and  ordered  to  pay  costs 
of  £2,000  each,  after  admitting 
charges  concerning  unlicensed 
and  incorrectly  labelled  parallel 
imports. 

Sidney  Richard  Lister  of  The 
Avenue,  Hatch  End,  and  his 
partner  in  Lister's  Chemists, 
Arthur  Roy  Hampton  of 
Ledborough  Lane,  Beaconsfield, 
faced  charges  brought  by  the 
Royal  Pharmaceutical  Society 
under  the  Medicines  Act. 

Lister  admitted  three  charges 
of  having  unlicensed  parallel 
imports  in  stock  and  three  of 


Premises 
fees  up 

Regulations  published  last  week 
increase  premises  fees  from 
January  1,  1991. 

The  fee  for  registration  of  a 
pharmacv  goes  up  from  £97  to 
£104  (from  £49  to  £54  in  Northern 
Ireland).  The  annual  retention  fee 
goes  up  from  £62  to  £67  (from  £44 
to  £49  in  NI)  and  the  penalty  for 
failure  to  pay  retention  fees 
increases  from  £200  to  £215  (from 
£140  to  £154  in  NI).  The 
Medicines  (Pharmacies) 
(Applications  for  Registration  and 
Fees)  Amendment  Regulations 
1990  (SI  1990  No  2204;  HMSO, 
£0.55). 


having  incorrectly  labelled 
products.  He  asked  for  21  similar 
offences  to  be  considered. 
Hampton  admitted  three  charges 
of  breaking  the  labelling 
regulations  and  asked  for  ten 
others  to  be  considered. 

Mr  Michael  Sullivan, 
prosecuting,  said  that  on  February 
17,  the  head  of  the  Society's  Law 
Department,  Gordon  Appelbe, 
and  others  had  visited  Lister's 
Chemist  m  Field  End  Road, 
Eastcote,  Pinner,  one  of  five 
outlets.  "They  found  an  Aladdin's 
cave  ■  ■  large  quantities  of 
unlicensed  parallel  imports  and 
drugs  which  did  not  comply  with 
the  labelling  regulations,"  Mr 
Sullivan  continued. 

Mr  Lister  admitted  the 
products  were  supplied  by 
Martonland  in  the  West  Midlands 
and  Necessity  Supplies  in 
Reading.  He  had  exported  some 
of  them  to  the  Middle  East  but 
said  they  were  mostly  for  his 
shops.  "I  know  it  is  not  legal  to 
supply  them,  but  I  satisfied  myself 
they  were  every  bit  as  good  as  the 
English  ones.  I  was  aware  they 
were  unlicensed  but  made  by  the 
same  manufacturers  as  in  the 
UK,"  he  said. 

While  claiming  the  offences 
were  only  technical,  Mr  David 
Cocks  QC,  defending,  admitted 
the  motive  was  commercial.  He 
said:  "The  social  purpose  of  the 
legislation  has  not  been 
contravened  in  the  least.  No 
product  passing  through  these 
defendants'   pharmacies  would 


have  failed  the  stringent 
therapeutic  and  safety  tests  had 
they  been  applied.  There  is  no 
suggestion  of  them  passing  off 
inferior  or  dangerous  products. 

Mr  Cocks  accepted  that  drugs 
found  in  the  storeroom  were  not 
properly  labelled  but,  he  said, 
"Nothing  here  would  have  found 
its  way  into  the  hand  of  a  patient 
which  had  not  been  100  per  cent 
correctly  labelled". 

Fining  Mr  Lister  £750  and  Mi- 
Hampton  £300,  Judge  David 
Miller  said  regulations  should  not 
be  ignored.  "They  are  made  so 
the  highest  standards  should 
prevail,  for  obvious  reasons." 

Outside  court,  Mr  Appelbe 
confirmed  that  the  convictions 
would  be  reported  to  the 
Statutory  Committee. 


promotion  cu 

Savings  of  £2  billion  would  lie 
made  across  the  European 
Community  if  medicines 
promotion  spending  was  reduced 
to  UK  levels,  says  David  Taylor, 
fellow  in  health  policy  analysis  at 
the  King's  Fund  Institute. 

Mr  Taylor  told  a  conference  on 
thug  promotion  on  Wednesday 
that  only  7-10  per  cent  of 
pharmaceutical  industry  revenues 
from  sales  of  medicines  to  the 
NHS  goes  on  promotion, 
compared  with  1 5-20  per  cent  f<  >r 
the  whole  Community. 

The  European  Commission  is 
currently  proposing  extending  on- 
the-market  medicine  patents  to  16 
years,  Mr  Taylor  said.  "If 
promotional  spending  could  be 
tightened  down  to  UK 
percentages  of  turnover,  welfare 
gains  could  result,"  he  said. 

Despite  undesirable  practices 
like  those  exposed  on  recent 
television  programmes  on  drug 
company  sales  techniques, 
controls  on  standards  in 
pharmaceutical  marketing  were 
arguably  as  strict  or  stricter  than 
in  other  areas  of  commerce. 
"Concerns  are  sometimes 
exaggerated,  not  least  because 
medicines  are  directly  concerned 
with  health,  because  advertising  is 
directed  at  third  parties,  not 
consumers,  and  because  nearly  all 
spending  on  prescription 
medicines  promotion  is  not 
targetted  at  the  national  media. ' ' 

Mr  Taylor  stressed  the 
positive  value  of  promotion  in 
informing  doctors  of  new- 
treatments.  "Draconian  EC 
controls  on  contacts  with  doctors, 
i  i  lupled  with  I'm  ther  measures  to 
ensure  the  flow  of  cheaper 
medicines  across  boundaries 
could  save  more  than  £2  billion, 
he  said .  "  But  if  this  damaged  the 
EC  pharmaceutical  industry's 
ability  to  produce  innovations  and 
let  potential  prescribers  know  of 
their  availability  in  a  desirable 
manner  we  would  all  be  losers." 


AIDS  campaign — focus  on 
personal  risk 


Increasing  individual  perception  of 
the  risks  of  HIV  transmission  will 
be  the  next  phase  of  the  AIDS 
campaign,  said  Health  Minister 
Virginia  Bottomley  last  week  The 
campaign  will  be  launched  by  the 
Health  Education  Authority  in 
December. 

The  HEA  was  allocated  £10m 
for  AIDS  work  this  year.  The 
Department  of  Health  has  asked 
health  authorities  to  develop 


community  based  HIV  prevention 
initiatives,  with  each  district 
appointing  an  HIV  prevention 
co-ordinator. 

Some  £20  million  has  been 
made  available  for  AIDS  research 
in  1990-91.  However:  "In  the 
absence  of  either  a  vaccine  against 
HIV  infection  or  a  cure  for  AIDS, 
education  and  prevention  remain 
the  cornerstones  of  our 
strategy,"  said  Mrs  Bottomley. 
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NEWS 


Hopes  fade  for  release  of  Irish 
pharmacists  held  in  Baghdad 


Three  Irish  pharmacists  are  being 
held  hostage  in  Baghdad,  and 
hopes  of  their  early  release  have 
faded.  The  three  are:  Margaret 
McCahill  of  county  Dongeal,  Mary 
Morgan  of  Dublin,  and  Patrick 
McCormack  of  Wexford.  They 
are  all  employed  at  the  Ibn  Al- 
Bitar  hospital,  and  were  recruited 
by  PARC,  the  Dublin  company 
that  operates  the  hospital  under  a 
management  contract. 

The  pharmacists  cannot  leave 
until  PARC  guarantees  to  bring 
out  replacement  staff  to  Baghdad, 
and  while  PARC  insists  it  is 
recruiting  staff,  the  possibility  of 
flying  out  replacements  is  not 
taken  seriously  in  Dublin. 

Some  weeks  ago  it  was 
announced  that  the  250  Irish 
hostages  in  Iraq  and  Kuwait  were 
to  be  given  "special  status"  and 
would  be  allowed  to  leave  the 
country  when  their  contracts 
ended.  But  this  hope  has  now 
vanished. 

Recently,  Irish  MP's  visited 
Baghdad,  and  were  told  that  some 
25  exit  visas  would  be  given  to  the 

Tranx  Aid 
phone  help 
launched 

A  25-year-old  Oxford  graduate 
has  set  up  a  24-hour  telephone 
helpline  to  counsel  people  who  are 
addicted  to  tranquillisers. 

Christopher  Edge,  a  teacher, 
is  one  of  the  2,500  people  involved 
in  a  claim  against  drug  companies 
for  causing  involuntary  addiction. 
He  says:  "There  are  still  many 
people  who  have  been  ruined  by 
these  drugs  who  are  unaware  they 
might  be  eligible  for  compen- 
sation. I  would  like  to  help  them 
with  their  addiction  and  put  them 
in  touch  with  solicitors  who  will 
deal  with  their  cases. ' ' 

Mr  Edge  says  he  was 
prescribed  Ativan  at  19  when  he 
complained  of  being  tired  and 
suffering  slight  stress.  He  took  it 
for  seven  months  and  says  his 
entry  to  Oxford  was  delayed  for  a 
year. 

He  aims  to  set  up  Tranx  Aid  as 
a  registered  charity  and  is  seeking 
funding  from  businesses,  which  he 
says  suffer  from  absenteeism  and 
ineffectiveness  caused  by 
tranquilliser  use. 

The  Tranx  Aid  helpline 
number  is  0253  738589  or  0860 
651133  (mobile  phone).  Mr  Edge 
hopes  to  establish  a  Freephone 
number. 


Irish  community,  most  of  whom 
work  in  the  Baghdad  hospital.  But 
there  is  no  indication  as  to 
whether  the  three  pharmacists 
will  be  among  the  recipients  of  exit 
visas. 

Ireland  has  a  complicated 
relationship  with  the  Middle  East, 
and  is  understood  to  be  eager  not 
to  upset  its  huge  beef  trade  with 


both  Iraq  and  Iran. 

PARC  is  owned  by  the  Irish 
Government,  and  until  the  Iraqui 
situation  went  sour  in  recent 
months,  its  foray  into  hospital 
management  in  the  Middle  East 
was  hailed  as  an  example  of  what 
Irish  state  companies  should  do 
to  create  jobs  and  foreign 
earnings. 


BRIEFS 


New  powers  under  the  Food  Safety  Act  to 

regulate  the  registration  of  food 
premises  will  come  into  effect  on 
July  1,  1991,  not  April  1,  as 
originally  planned.  The  delay  will 
give  the  food  industry  and 
consumers  adequate  time  for 
comment,  said  Stephen  Dorretl, 
Parliamentary  Secretary  for 
Health,  last  week. 

A  free  leaflet  explaining  how  to  avoid 
health  risks  from  exposure  to 
solvents  at  work  has  been 
published  by  the  Health  and  Safety 
Executive.  Called  "Solvents  and 
you" ,  the  leaflet  is  aimed  mainly  at 
employees  and  gives  guidance  on 
what  they  should  do  if  they  think 
their  health  has  been  affected. 
The  leaflet  is  available  from 
Baynards  House,  1  Chepstow 
Place,  London  W2  4TF,  and  other 
HSE  public  inquiry  points  in 
Sheffield  and  Bootle. 

Pharmacies  in  Scotland  dispensed 
3,429,772  prescriptions  in  Jury  at 
a  gross  cost  of  £24,576,990.39 
(net  £22,948,031.79).  The 
average  ingredient  cost  was 
£5.787. 

The  latest  AIDS  figures  for  the  UK 

show  that  up  to  the  end  of  October 
there  were  3,884  cases  in  total,  of 
whom  2,131  have  died.  The 
comparable  figures  at  the  end  of 
September  were  3 , 798  and  2 , 040 , 
according  to  the  Department  of 
Health. 

Spencer  have  produced  "Back 
pack",  a  free  30-page  system 
designed  to  help  therapists  to 
understand  the  place  of  supports 
in  the  management  of  back  pain 
and  spinal  injuries.  It  also  contains 
patient  self  help  leaflets  —  "Back 
in  tune ' ' .  Pharmacists  can  request 
a  pack  and  copies  of  the  patient 
leaflets  from:  Ralf  Eller, 
marketing  manager,  Spencer  Ltd, 
Spencer  House,  Banbury 
Britannia  Road,  Oxfordshire 
OX16  8DP.  Tel:  0295  257301 . 
Cholera  vaccine  produced  in  the  UK 
will  become  available  agaiji  early 
next  year,  Parliamentary 
Secretary  for  Health  Stephen 
Dorrell  said  last  week.  Production 
difficulties  in  the  UK  earlier  this 
year,  leading  to  the  temporary 
importation  of  the  vaccine,  have 
now  been  resolved. 

NPA  North  West  Conference 
report  (C&D,  November  17, 
p898)  the  word  "new"  was 
substituted  with  "now".  The 
sentence  should  read  "But  new 
regulations  would  prevent  the 
registration  of  such  premises  and 
enable  action  to  be  taken  swiftly, 
said  Mr  Ferguson." 

The  figure  put  on  the  estimated 
saving  to  the  NHS  of  the  change 
from  POM  to  P  of  loperamide  and 
hydrocortisone,  used  in  an  article 
in  Pulse  and  quoted  in  C&D 
(November  10,  p827)  should  have 
read  £2. 7m  and  not  £92. 7m. 


PSNI  Fellowships  call 


The  Pharmaceutical  Society  of 
Northern  Ireland  has  written  to 
members  asking  for  Fellowship 
proposals. 

Pharmacists  who  have 
distinguished  themselves  in  the 
science,  practice  or  profession  of 
pharmacy,  enhanced  the 
reputation,  image  or  status  of  the 
profession,  or  who  have  rendered 
outstanding  service  to  the 
community  will  be  considered. 

Applications,  proposed, 
seconded  and  accompanied  by 
written  details  of  the  candidate, 
should  be  returned  by  December 
7. 

■  The  November  meeting  of  the 
PSNI  Council  heard,  with  regret, 
of  the  death  of  Diarmaid  Moore  of 
Downpatrick.  Mr  Moore  served 
on  Council  during  the  1960s  and 
was  president  in  1962-63. 

Professor  Duncan  Thorburn 
Burns,  professor  of  analytical 


chemistry  was  congratulated  on 
being  awarded  the  "Ehrennadel 
im  gold"  of  the  Institute  of 
Analytical  Chemistry  of  the 
Technical  University  of  Vienna. 
Professor  Burns  is  a 
representative  on  Council  of  the 
Queen's  University  of  Belfast. 

The  Society's  education 
committee  plans  to  meet  to 
discuss  the  RPSGB's  working 
party  report  on  pharmaceutical 
education  and  training,  including 
the  feasibility  of  assessing 
competence  to  practise. 

The  secretary  had  received 
minutes  of  the  meeting  of  the 
Steering  Committee  of  the  section 
for  community  pharmacists  of 
FIP,  and  a  letter  from  the 
Commonwealth  Pharmaceutical 
Association  with  a  copy  of  the 
World  Health  Organisation's 
report  on  the  pharmacist's  role  in 
the  healthcare  system. 


Food  poisoning  increases 


The  incidence  of  food  poisoning 
rose  by  41.8  per  cent  in  the  first 
half  of  1989  compared  to  the  same 
period  in  1988,  according  to  the 
Office  of  Population,  Censuses 
and  Surveys'  latest  figures. 

Some  21,270  cases  were 
notified  during  this  period, 
compared  with  15,001  in  the  first 
half  of  1988.  There  was  a  35.4  per 
cent  rise  in  the  total  number  of 
cases  reported  in  1988  compared 
to  the  previous  year. 

The  most  common  causative 
organism  was  Salmonella , 
accounting  for  78  per  cent  of  the 
notified  cases  in  the  quarter  to  the 
end  of  June  1989  particularly 
Salmonella  enteritidis  (40.5  per 
cent)  and  S.  typhimurium  (17.4 
per  cent).  Shigella  accounted  for 
16  per  cent  of  cases  and 
Escherichia  coli  for  5.7  per  cent. 
The  25  to  44  year  age  group  were 
most  affected. 

An  article  in  The  Lancet 
(November  17)  claims  that 
infection  with  one  phage  type  of  S. 
enteritidis  (PT4)  has  reached 
epidemic  proportions  in  the  UK, 


with  an  eight  and  a  half  fold 
increase  from  1984  to  1989.  Dr 
A.C.  Baird-Parker  of  Unilever 
Research  says  the  increase  has 
continued  during  1990. 

□  According  to  OPCS  figures, 
the  incidence  of  measles  dropped 
from  58,233  in  the  first  half  of  1988 
to  only  18,138  in  the  same  period 
in  1989,  due  to  the  introduction  of 
the  triple  MMR  vaccine.  Over  the 
same  period,  there  were 
increases  in  the  number  of 
reported  cases  of  malaria  to  620 
(first  half  1988,  500),  scarlet  fever 
to  5,295  (3,423)  and  viral  hepatitis 
to  3,305  (2,474). 

□  Recovery  from  acute 
gastroenteritis  in  infants,  is 
hastened  by  the  use  of  Milupa's 
HN25  Special  Formula  feed.  A 
study  in  Ailment  Pharmacol 
Thcrap  (1990;  4,  457)  found  that 
when  compared  to  the 
conventional  approach  of 
reintroducing  standard  infant 
formula,  children  treated  with 
HN25  had  diarrhoea  for  a 
significantly  shorter  period  and 
gained  significantly  more  weight. 
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New  advice 
to  diabetics 

Patients  with  diabetes  may  safely 
include  small  amounts  of  sucrose 
in  their  diet  according  to  new 
guidelines  issued  by  the  British 
Diabetic  Association. 

Published  in  '  'Diabetic 
Medicine ' ',  the  guidelines,  drawn 
up  by  the  nutrition  subcommittee 
of  the  BDA's  professional 
advisory  committee,  follow  a 
review  of  current  thinking  on  diet 
including  the  concept  of  the 
glycaemic  index. 

Using  the  glycaemic  index, 
experts  now  believe  that  the 
hyperglycaemic  effects  of  sucrose 
have  previously  been 
overestimated.  Studies  showed 
that  sucroe  raises  blood  glucose  to 
only  60  per  cent  of  the  levels 
achieved  by  glucose  itself. 
Sucrose  also  has  a  lower 
glycaemic  index  than  bread, 
mashed  potato  and  cornflakes. 

The  BDA,  suggests  that 
modest  amount  of  sucrose  might 
enhance  palatability  and  improve 
dietary  compliance. 

New  recommendations  are: 

□  Up  to  25g  of  sucrose  may  be 
included  as  part  of  a  high-fibre, 
high-carbohydrate  diet  provided  it 
is  substituted  for  isocalorific 
quantities  of  fructose  or  sorbitol. 

□  Fructose  does  not  have  any 
definite  advantages  over  sucrose 
in  long-term  use.  Previous 
recommendation  of  25g  fructose  a 
day  could  now  be  replaced  with 
non-nutritive  sweeteners  (aspar- 
tame, saccharin  etc)  or  sucrose. 

□  Use  non-nutritive  sweeteners 
in  preference  to  sucrose  or  fruc- 
tose for  sweetening  drinks,  etc. 
fj  Patients  who  are  overweight 
should  restrict  their  consumption 
of  all  simple  sugars. 

□  Prepared  food  containing 
nutritive  sweeteners  (glucose, 
sucrose,  fructose,  sorbitol  etc) 
should  still  be  treated  with 
caution. 

□  The  effects  of  both  sucrose 
and  fructose  on  long-term  lipid 
homeostasis  remain  uncertain. 
Their  use,  as  sweeteners,  is  best 
avoided  in  cases  of  pre-existing 
hypertriglyceridaemia. 


Kabikinase 


recall 


Kabivitrum  say  that  owing  to  a 
higher  than  expected  incidence  of 
rigor/pvrexia  after  use,  they  have 
decided  to  recall  batch  54772-51  of 
Kabikinase  1.5  million  units. 

Further  information  is 
available  from  Sally  Hornby  or  Dr 
John  Skelding  at  Kabivitrum  Ltd. 
Tel:  0628  850300  (ext  432). 


WW 


Take  a  deep 
breath 


I  am  rarely  invited  to  do  a 
"taste  test",  so  I  was 
intrigued  the  other  day  to 
receive  an  unsolicited 
sample  of  a  new  product 
called  Clearway  inhaler.  Not 
so  much  a  taste  as  a  sniff, 
because  this  is  a  device  for 
easing  the  problems  of  hot 
vapour  inhalation. 

Always  a  messy 
business,  with  all  those 
towels  and  bowls  of  hot 
water,  the  current  methods 
are  hardly  designed  to  improve  patient 
compliance.  The  Clearway  inhaler  is 
simply  a  mask  attached  to  a  plastic  cup 
such  that  the  vapours  from  the  hot  liquid 
are  concentrated  through  the  mask  for 
efficient  inhalation.  Since  I  am  presently 
cold  free,  I  am  unable  to  give  a  first  hand 
appraisal  but  my  wife,  who  frequently 
succumbs  to  catarrhal  congestion  and  a 
ruined  hair  style,  claimed  it  to  be  a  great 
advance.  At  only  £3.45  retail  it  is  a  product 
that  should  sell  well  and  deserves 
pharmacist  recommendation. 

The  Clearway  Inhaler  is  the  invention 
of  a  practising  community  pharmacist 
who,  having  observed  a  problem,  has 
produced  a  practical  solution.  A  lot  of 
capital  is  required  to  exploit  even  the  most 
brilliant  of  ideas,  and  I  am  delighted  to  see 
a  single  entrepreneur  still  prepared  to  take 
on  the  battalions  of  big  business.  For  this 
alone  he  deserves  success,  but  if  the 
product  also  sells  well,  he  will  be  further 
encouraged  to  develop  solutions  to  other 
obvious  practical  problems. 

Chair  persons? 

The  demise  of  the  chair  in  community 
pharmacies  has  been  highlighted  by  Mr 
Williamson  in  a  communication  with  the 
pharmaceutical  Press  (PJ  letters, 
November  17).  In  many  pharmacies  the 


efficient  costing  of  every 
square  inch  of  selling  space 
has  encouraged  this  trend, 
but  even  in  my  small  shop  I 
have  found  room  for  a  row 
of  comfortable  chairs. 

I  suspect  that  the  patient 
forced  to  circumscribe  the 
shop  while  waiting  for  a 
script  is  a  prime  target  for 
impulse  purchases,  but  the 
grateful  patient,  elderly  or 
with  baby  in  tow,  who  can 
rest  comfortably  for  a  few 
minutes,  is  also  a  client 
won.  My  chairs  are  well 
used  and,  I  maintain, 
ultimately  earn  their  keep. 


Lloyds  setting  off  a 
chain  reaction? 

It  has  been  reported  that  Mr  Allen  Lloyd, 
chairman  of  Lloyd's,  has  ambitions  to  be 
the  largest  pharmacy  chain  within  the  next 
four  years,  by  exceeding  Boots  in  the 
number  of  outlets  he  controls. 

If  his  ambitions  are  realised  then 
community  pharmacy  as  an  independent 
profession  must  be  seriously  under  threat. 
Between  them,  Boots  and  Lloyds  would 
control  approximately  25  per  cent  of 
outlets,  but  whereas  Boots  have 
concentrated  on  the  large  High  Street 
shops,  achieving  growth  by  in-store 
expansion  and  the  opening  of  mega  stores 
in  new  developments,  Lloyds  have 
achieved  their  growth  by  acquisition  and 
will  continue  to  do  so.  Assuming  their 
commercial  success,  they  could  continue 
to  expand  until  effective  multiple 
monopoly  is  achieved. 

I  have  always  believed  that  it  is  the 
individualism  of  the  independent  that 
promotes  innovation  in  the  profession. 
Multiple  conformity  can  only  stifle  this 
dynamism  and  could  ultimately  prevent 
pharmacy  from  achieving  its  post  Nuffield 
ambitions. 
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COUNTERPOMTS 


Hills  Balsam  support 
from  Windsor 


Christmas  at 
Regency 

Regency  Film  Services  have 
announced  their  latest  promotion 
which  will  provide  free  Christmas 
cards  and  envelopes  with  all 
orders  for  ten  or  more  reprints. 

The  offer,  which  will  provide 
customers  with  one  free 
Christmas  card  and  envelope  for 
every  reprint,  applies  to 
conventional  prints  from 
negatives  as  well  as  prints  from 
transparencies  or  prints  from 
prints,  they  say. 

The  cards  feature  mounting 
slots  which  can  carry  Regency's 
6  x4in  enprints. 

The  company  is  supporting  the 
Christmas  promotion  with 
window  posters.  Regency  Film 
Services.  Tel:  081-804  9921. 

Gold  Spot 
pen  for  six 
cases 

Buy  two  cases  of  each  of  Gold 
Spot's  three  variants  and  a  stylish 
black  fountain  pen,  with  24  carat 
gold  plated  trim  and  nib, 
presented  in  a  black  velvet  gift 
box,  is  yours. 

The  Nicholas  Laboratories 
promotion  is  added  support  for  the 
brand  in  the  run-up  to  Christmas. 
Nicholas  Laboratories  Ltd.  Tel: 
075323971. 

Galloways 
paperweights 

Commemorative  paperweights  to 
celebrate  this  year's  centenary  of 
Galloway's  Cough  Svrup,  are 
available  to  the  first  100 
pharmacists  to  make  contact  with 
the  company. 

Send  your  name  and  business 
address  to  Galloway's 
Paperweights,  PR  Departmental 
LRC  Products  Ltd.  Tel:  081-527 
2377. 


Only  weeks  after  buying  the  Hills 
Balsam  range,  Windsor 
Pharmaceuticals  have  put 
together  £500,000-worth  of  trade 
support  for  this  Winter. 

The  mix  of  advertising,  PR  and 
point-of-sale  material  will  bid  to 
improve  sales  of  Hills  which, 
Windsor  say,  account  for  3  per 
cent  of  the  £16m  cough  market. 

While  national  Press 
advertising  starts  in  January, 
representatives  are  currently 
delivering  in-store  display 
material.  The  double-sided 
window  posters,  shelf  edgers  and 
showcards  add  the  brand's 


heritage  to  the  pharmacist's  role 
with  the  slogan  "What's  been 
treating  Winter  coughs  for 
generations?  Ask  your 
pharmacist...  for  Hills  Balsam". 

The  material  features 
generations  of  the  "Hills"  family 
who,  with  dog  "Balsam",  also 
appear  in  a  giveaway  comic, 
fighting  off  coughs  and  colds 
spread  by  "Baron  Hackingcof" 
and  his  sidekicks  "Sniffle", 
"Snuffle"  and  "Wheeze".  The 
comic  will  be  promoted  by  a 
national  PR  campaign.  Windsor 
Pharmaceuticals.  Tel:  0344 
484448. 


Windcheaters 
support 

Napp  Laboratories  are  supporting 
their  Windcheaters  anti-flatulence 
capsules  with  a  national  Press 
advertising  campaign  in  the  run  up 
to  Christmas. 

The  campaign,  targeted  at  the 
40  plus  age  group,  will  feature  in 
Reader 's  Digest,  Sunday  Express, 
Daily  Mirror  and  Sunday 
Telegraph.  The  message  — 
"Grown  ups  get  wind  too"  —  is 
reinforced  by  a  picture  of  a 
grandmother  nursing  a  baby. 

In  addition,  sales  represen- 
tatives will  have  details  of  an  ex- 
car  bonus  available  until  mid- 
January,  say  Napp  Laboratories 
Ltd.  Tel:  0223  424444. 

Cupal 
reformulate 

Cupal  have  reformulated  Flurex 
bedtime  medicine  and  Tyrocane 
throat  lozenges. 

Flurex  bedtime  medicine  no 
longer  contains  codeine,  and  the 
ephedrine  content  has  been 
replaced  with  an  equivalent 
amount  of  pseudoephedrine.  The 
product  is  now  available  in  the 
Flurex  brand  livery.  The  pack 
size,  price  and  dosage  remain 
unchanged. 

Cupal  have  removed  the  sugar 
and  colour  from  Tyrocane  throat 
lozenges;  new  packs  are  flashed 
to  this  effect.  The  active 
ingredients,  flavour,  and  prices 
remain  unchanged. 

Special  discounts/bonuses  are 
available  from  representatives. 
Cupal  Ltd.  Tel:  0254  580321. 


BRIEF 


Lifeplan  has  reformulated  Fortiwinx 
tablets.  Following  the 
Department  of  Health's  decision 
to  withdraw  products  containing 
tryptophan,  the  tablets  now 
contain  a  blend  of  herbs,  vitamins 
and  minerals,  says  the  company. 
The  dosage  is  one  with  liquid. 
Packs  (50  £1 .85)  are  available  in  a 
new  livery.  Lifeplan  Products. 
Tel:  04555  56281. 


Denorex  Press  campaign 


Denorex  anti-dandruff  shampoo  is 
being  promoted  with  a  Press 
campaign  starting  this  month.  Full 
colour  advertisements  will  appear 
in  the  TV  Times  magazine  and  the 
Daily  Mail,  Daily  Mirror  and 
Today  newspapers. 

The  campaign  will  continue 
until  early  Summer  in  Readers 
Digest,  Essentials,  Family  Circle 
and    Woman   &   Home,  say 


Whitehall. 

The  advertisements  will 
feature  the  Denorex  "sensation 
girl" ,  who  the  company  describes 
as  "a  picture  of  natural  good 
looks,  fresh  from  the  shower". 
As  men  are  just  as  likely  to  get 
dandruff,  alternative  advertise- 
ments using  a  man  will  also  run, 
say  Whitehall  Laboratories.  Tel: 
071-6368080. 
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You'll  rest  easier  this  winter  if  you're  well  stocked  with  Karvol . 


Our  IV  commercial  has  been  so  successful,  it 
has  boosted  our  sales  by  28%  over  the  last  2  years. 

Not  surprisingly,  the  campaign  is  going  to  be 
back  on  air  later  this  year  with  a  £1.1  million  spend. 

The  ad  shows  how  Karvol's  vapours  unblock  a 
child's  nose  helping  him  sleep  more  easily. 

Karvol  is  available  in  packs  of  10  for  new  mums 


to  try  out  and  20's  for  more  confident  mums  who 
already  know  how  effective  it  is. 

If  last  year  is  anything  to  go  bv,  the  demand  for 
Karvol  will  be  even  greater. 

So  get  ordering.  After  all  you  don't  want  to  be 
kept  awake  worrying  whether  you've 
stocked  enough. 


Karvol  says  goodnight  to  a  child's  blocked  nose. 


so 

SmithKline  Beecham 

Consumer  Brands 

Send  away  for  your 
Special 

Beecham 

RESOLVE 

me 


Resolve  to  promote  in  time 
for  Christmas 


fashion 

Candarel  is  linking  up  with  leading 
fashion  retailers  like  Max  Mara, 
Joseph,  Nicole  Farhi,  Etienne 
Aiger  and  Marks  &  Spencer,  in  an 
on-pack  competition. 

The  five  first  prizes  are 
weekends  in  London  and 
£l,000-worth  of  clothes  from  the 
famous  designers,  with  fashion 
vouchers  as  runner-up  prizes.  In 
a  linked  offer,  free  packs  of  100 
Canderel  tablets  are  provided  in 
exchange  for  tokens  from  labels. 
Searle  Consumer  Products.  Tel: 
049421124. 

Mavala  are 
celebrating 

Mavala  are  celebrating  this  season 
with  the  Celebration  collection  of 
Minicolor  nail  polishes  (I'l  .65). 

The  range  will  be  presented  in 
its  own  counter  display  unit,  with 
point-of-sale  material  that  depicts 
a  "glamorous"  image. 

Colours  include  pink-,,  reds, 
browns  and  gold  Mavala  (UK) 
Ltd.  Tel:  0732  459413. 


To  coincide  with  the  traditional 
period  of  over  indulgence  over 
Christmas,  Smithkline  Beecham 
Healthcare  are  running  a  £lm 
national  television  campaign  for 
Resolve,  featuring  last  year's 
"human  condition"  commercial. 

A  "light-hearted"  on-pack 
offer  of  a  wobbly  mug  is  being  run 
for  the  first  time.  The  mug  is  "a 
little  reminder  of  the  body  state 
the  morning  after",  say  SB. 
Available  for  £1 .99,  details  of  the 
offer  are  displayed  on-pack  and  on 
leaflets  offered  at  point  of  sale. 


The  offer  will  run  through 
November. 

A  new  range  of  Resolve 
display  material  includes  window 
show  cards,  counter  units  and 
shelf  edgers. 

The  effervescent  upset 
stomach  market  is  worth  £18m  at 
rsp,  according  to  the  company. 
Over  the  last  three  years, 
Christmas  has  shown  to  be  the 
peak  selling  period  as  the  nation 
gets  into  a  party  mood,  say 
Smithkline  Beecham  Healthcare 
UK.  Tel:  081-560  5151. 


Pampers 
guide  to 
skincare 

Nappy  rash  and  eczema  are 
among  24  infant  skin  complaints 
explained  in  Pampers'  illustrated 
reference  booklet,  aimed  at  health 
professionals. 

' '  A  guide  to  infant  skincare  "is 
recommended  for  pharmacists  to 
use  when  consulting  with 
customers  it  suggests 
treatment  and  provides  sources  of 
further  information. 

The  booklet  has  been  written 
by  the  Royal  London  Hospital 
Department  of  Dermatology,  in 
collaboration  with  the  National 
Eczema  Society  and  the  Health 
Visitors  Association.  Free  copies 
are  available  from:  "A  guide  to 
infant  skincare" ,  Department  PH, 
PO  Box  109,  Penn,  High 
Wycombe,  Bucks,  HP10  8NP. 

An  Agfa  XRG  12  +  3  film  will  be 
covermounted  on  the  December  8 
issue  of  Amateur  Photographer 
linked  to  a  competition  inside  for 
the  best  print  produced  using  the 
film.  All  entrants  will  receive  a  £1 
voucher  towards  their  next 
purchase  of  XRG  film.  Agfa 
GevaertLtd.  Tel:  081-5602131. 


INFLUENZA  VACCINE  SUPPLY 

At  the  request  of  the  Department  of  Health  in  response  to  the 
current  shortfall  of  Influenza  Vaccine  supplies,  Evans  Medical  Ltd 
have  agreed  to  produce  further  quantities  of  Fluvirin. 
Fluvirin  will  be  distributed  by  Servier  Laboratories  Ltd 
and  all  enquiries  should  be  made  to: 
Servier  Laboratories  on  Telephone:  0753  662744 
or  Evans  Medical  on  Telephone:  0582  608308 

EVANS  Servier 

VACCINATION  PRODUCTS 

Abridged  Prescribing  Information 

Presentation:  Fluvirin  is  Inactivated  Influenza  Vaccine  (Surface  Antigen)  BP  Indications:  Protection  against  influenza  in  those  groups  regarded  as  being  at  special  risk, 
especially  the  elderly  Dosage  and  Administration:  Adults  and  children  aged  4  and  over  0.5ml  by  deep  subcutaneous  or  intramuscular  injection  Young  children  4  years 
and  over  may  require  two  doses  of  vaccine  given  at  an  interval  of  4-6  weeks.  The  vaccine  must  be  allowed  to  reach  room  temperature  before  use  Contra-indications, 
Warnings,  etc  Contra-indications:  Persons  sensitive  to  egg,  chicken  or  influenzal  viral  protein  Immunisation  should  be  delayed  if  there  is  active  or  suspected  infection 
Pregnancy:  Not  recommended  unless  specifically  indicated  Warnings:  Adrenaline  in|ection  should  be  ready  for  use,  in  case  the  need  arises  for  emergency  treatment 
of  an  allergic  reaction  Exercise  caution  in  those  hypersensitive  to  neomycin  and  polymixin  If  alcohol  is  used  to  swab  the  skin,  it  must  be  allowed  to  evaporate  before 
the  vaccine  is  injected  Side-effects:  Redness  and  soreness  at  the  site  of  iniection  Headache,  pyrexia,  malaise  may  also  occur.  Rarely  certain  neurological  disorders  have 
been  reported.  Pharmaceutical  Precautions:  Fluvirin  should  be  protected  from  the  light  and  stored  in  a  refrigerator  between  2  C  and  8  C  (36  F  and  46  F)  Do  not  freeze 
Legal  Category:  POM  Package  Quantities:  Carton  containing  5  x  1ml  ampoules  each  containing  0  5ml  Basic  NHS  Price:  £25.45  per  pack  (i.e.  E5.09  per  dose) 
Manufactured  by;  Evans  Medical  Ltd  ,  Lang  hurst,  Horsham,  West  Sussex  RH 1 2  4QD  Under  Special  Licence  for  the  Department  of  Health  to  be  distributed  by, 
Servier  Laboratories  Ltd.,  Fulmer  Hall,  Windmill  Road,  Fulmer,  Slough  SL3  6HH.  Telephone:  (0753)  662744  from  whom  further  information  is  available. 


Fluvirin  is  a  trademark  November  1 990 
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COUNTERPOINTS 


Unichem  make  a  stand 
on  price 


Price  and  merchandising  support 
are  the  key  points  in  Unichem 's 
1991  promotional  package,  says 
assistant  marketing  director  Tony 
Foreman.  And  he  warns  of  a  "get 
tough"  approach  by  Unichem  with 
manufacturers  that  do  not  give  the 
pharmacy  sector  the  right  level  of 
support. 

A  survey  conducted  among 
members  revealed  that  51  per 
cent  rated  service  as  the  most 
important  thing  their  wholesaler 
provided,  and  48  per  cent  wanted 
competitively  priced  goods.  From 
January,  Unichem 's  special  offer 
book  will  carry  two  levels  of 
promotions.  Level  2  will  continue 
along  existing  lines.  Level  1  will 
offer  up  to  ten  promotions  per 
month  "which  will  be  very 
aggressively  priced,  and  aimed  to 
make  sure  pharmacists  do  not 
need  to  buy  anywhere  else" ,  says 
Mr  Foreman. 


Support 


Merchandising  support  will  be 
provided  through  a  contract  with 
CPM,  a  major  merchandising 
company  which  includes  Smith's 
Crisps,  Gallagher  and  Lloyds 
Bank  among  its  customers. 
Unichem  are  to  employ  up  to  70 
merchandisers  who  will  call  on 
pharmacies  once  every  four 
weeks  to  support  the  promotions 
and  persuade  pharmacists  to  sell 
them  through.  A  similar  service 
has  been  running  in  nearly  half  of 
all  Unichem  members'  premises 
on  own  brand  lines  this  year. 

CPM  will  also  be 
merchandising  Crookes  OTC 
lines  and  Mars  products.  Each  call 
should  last  about  an  hour  and  will 
take  place  between  9am-1.30pm. 
The  costs  of  the  service  are  being 
split  between  the  three 
companies. 


Competition 


Mr  Foreman  says  Unichem  are 
taking  on  the  shortline 
wholesalers  at  their  own  game, 
and  competing  on  price,  twice 
daily  delivery,  small  parcels  of 
goods  —  "which  has  got  to  be 
good  news  in  the  current  financial 
climate"  —  plus  merchandising 
support.  He  also  points  out  that 
transfer  orders  are  becoming  less 
popular  while  interest  rates  are 
high. 

The  Counter  Credit  scheme 
will  come  to  an  end  on  December 
31 ,  and  retailers  will  have  until  the 
end  of  February  to  redeem  their 
points. 

Unichem  say  they  have  taken 
a  strong  stance  with 
manufacturers  over  price  and 


terms  this  year  and  new  lines  from 
certain  companies  have  not  been 
listed  as  a  result. 

"We  find  it  illogical  that  some 
manufacturers  are  still  prepared 
to  give  better  margins  to  the 
grocery  trade,"  says  Mr 
Foreman  who  alleges  that  some 
company's  sales  forces  have  been 
misleading  customers  as  to  why 
lines  are  not  available  for  transfer 
order  through  Unichem. 

"We  will  be  writing  to 
members  telling  them  which 
manufacturers  are  giving  better 
terms  to  multiples,  and  asking 
them  to  support  the  companies 
that  support  them, ' '  promises  Mr 
Foreman.  There  are  not  that 
many  that  do  not  support  the 
pharmacy  trade,  and  Unichem 
hope  to  reach  agreement  with 
some  of  them  in  the  next  few 
weeks. 

"After  that,  with  any 
manufacturer  that  we  feel  is  being 
unreasonable,  we  will  not  give 
them  our  support.  We  will  not  list 
their  new  lines  and  delist  a 
substantial  number  of  existing 
products.  Pharmacy  can  make  or 
break  a  brand,"  he  warns. 

•  Unichem  will  be  introducing 
planograms  in  January  across  all 
OTC  areas  to  help  with  shelf 
layout  and  display. 

•  A  number  of  trade  promotions 
and  competitions  will  continue  to 
run  throughout  next  year. 
Consumer  promotions  on  own 
brands  will  continue,  as  will 
certain  exclusive  promotions  with 
manufacturers. 


Scabies 


leaflet 


Reported  cases  of  scabies  are  on 
the  increase  according  to 
International  Laboratories,  and  to 
help  advise  patients,  they  have 
produced  a  leaflet  called  "How  to 
treat  scabies". 

The  leaflet,  written  by  health 
professionals  and  CPs,  explains 
what  scabies  is  and  the  associated 
symptoms.  It  looks  at  the 
difference  between  classical 
scabies  and  crusted  scabies,  and 
the  conditions  under  which  each  is 
likely  to  occur. 

Copies  of  the  leaflet  are 
available  free  of  charge  from 
Scabies  Leaflet  Requests, 
International  Laboratories  Ltd, 
Floats  Road,  Wythenshawe, 
Manchester  M23  9NF. 
International  Laboratories  Ltd. 
Tel:  061-945  4161.  ■ 


Scotties  recycled 


Scotties  regular  200s  tissues  will 
be  relaunched  at  the  end  of 
November,  made  of  65  per  cent 
recycled  paper. 

The  company  says  this  will 
satisfy  consumer's  concerns  for 
the  environment  without  compro- 
mising on  quality  and  value.  The 
tissues  will  be  available  in  white 


and  rainbow,  and  the  packaging  is 
also  made  of  at  least  65  per  cent 
recycled  paper. 

The  relaunch  is  backed  by  a  50 
per  cent  increase  in  promotional 
support,  including  major  on-pack 
promotions  throughout  most  of 
1991,  say  Scott  Ltd.  Tel:  0342 
327191. 


Fresh  air  at  AAH 


A  new  ioniser  is  available  from 
AAH  Pharmaceuticals' 
Healthcare  Centre. 

The  Breathe  Easy  Classic 
(£19.95)  is  said  to  clean  the  air  by 
precipitating  dust,  bacteria  and 


pollen.  It  releases  copious 
streams  of  negative  ions  which  are 
normally  found  only  near 
waterfalls  and  in  mountainous 
areas,  say  AAH  Pharmaceuticals 
Ltd.  Tel:  0928  717070. 


Illlllllllllllllllllllllllllllllllll 

KODAK  CINEMA  MERCHANDISER 


OFFERING  FREE  CINEMA  TICKETS 

30xGA135  24       30  x  GB 135-24 
containing       10xGA135-36       5xGB135  36 
5xGC135  36        15  xGBl  10-24 
5  x  DISC  SINGLE 

BEST  COST  PRICE  £207.92 
PLUS 

RECEIVE  A  FREE  TRIMLINE  TELEPHONE 


Eastland  House,  Westgate.  Hunstanton.  Norfolk.  Tel  0485  533393  Fax  0485  533244 
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Next  year,  more  women  than  ever  are 
going  to  he  splashing  mil  on  Pol*,  baireare 
produets. 

Beeause  Pol)  now  has  the  hacking 'of  a 
[sow  erl'n  I  new  (ram. 

Henkel  ( iosmctics  anil  \\  arner-l  .ainberi. 

Henkel  Cosmetics,  (lie  international 
toiletries  eompan)  that  hasalreaih  mailt*  Polv 
(he  brand  leader  in  most  l.uropean  countries, 
is  ahoul  lo  put  its  inarkriini:  ami  proline! 
dc\ elopmenl  power  behind  Polv  in  the  (  K. 

\\ arner-l  ainlieri  will  he  continuing  lo 
use  its  specialist  knowledge  of  the  I  K  market 
to  eoneeiitrate  on  sales  ami  distribution. 

\\  hieli  means  thai  \otir  aeeoiinl  will 
still  be  hamlleil  b\  (lie  same  team  in  Pont)  pool. 

So.  what's  changing? 

Well,  vou'll  shorilv  he  seeing  some 
exciting  new  additions  (o  the  Poly  range. 

Vnd  lo  make  sure  thai  thev  become  an 
instant  success,  we'll  be  spending  heavil)  on 
television,  press  ami  promot ional  support. 

So.  get  ready. 

Il  won  (  be  long  before  vour  customers 
start  turning  up  in  waves. 


WARNER 

LAMBERT  mhenkel  cosmetics 


OUNTERPOINTS 


—  the  every  week 
story  of  pharmacy  folk 
episode  27. 

BRIGHTEN  YOUR  DAY 

'  'If  there 's  not  enough  time  in 

the  week 
And  speedier  labels  you  seek 
Then  PILLS  is  the  way 
To  brighten  your  day 
It 's  simple  and  easy  —  not 
Greek! 

says  Malcolm  Goldie 
M.R.PharmS,  our  PILLS  user 
from  Sunderland 


a/ten/  S/iecotdi 

Mtke<f^  H..f!L 
£3f Won/lck 


A  MAGNUM  OF  CHAMPAGNE 
is  on  offer  from  Hadley  Hutt 
to  any  pharmacist  who  sends 
a  limerick  about  PILLS  to  us 
at  Stourport  and  which  is 
published  in  our 
advertisement. 

If  you  would  like  a 
magnum  of  champagne 
or  speedier  labels, 
contact  us: 


COMPUTING  LTD 


Nunn's  Corner,  Sandy  Lane, 

Stourport-on-Severn, 
Worcestershire  DY13  9QB. 
Telephone:  0299  827826 
Fax:  0299  827393 


Take  off  with 
Wellcome  on  Concorde 


Product  Knowk--Jg.j 
Competition 


ACT!  FED 

1 

2  - 

3 

4 

5 

6 

7 


ACTIf£D  Cough* 


Pharmacy  assistants  are  being 
given  the  chance  to  win  a  flight  for 
two  on  Concorde  as  part  of  the 
Winter  promotions  for  Actifed  and 
Sudafed.  The  competition  is  based 
on  product  knowledge  and  is  run  in 
conjunction  with  the  Wellcome 
assistants  handbook. 

The  two  cough  and  cold  ranges 
are  being  promoted  with  an 


advertising  spend  of  £2m  from 
December  to  March. 

Wellcome  representatives  will 
also  be  distributing  Actifed  and 
Sudafed  showcards  and  giant 
display  packs  of  Actifed  compound 
linctus,  expectorant  and  Sudafed 
Co  tablets.  Wellcome  Consumer 
Healthcare  Division.  Tel:  0270 
583151. 


Crookes 
launch 
pharmacy 
guides 

Crookes  have  launched  two 
guides  for  pharmacy  assistants 
and  customers  as  part  of  an 
education  campaign  based  around 
Karvol  and  Strepsils. 

"Coping  with  your  customers, 
sore  throats"  is  the  title  of  the 
outer  wrap  of  a  booklet  directed  at 
customers  and  their  sore  throat 
problems.  The  removable  outer 
sleeve  has  a  question  and  answer 
section  for  the  assistant  about 
dealing  with  sore  throats.  The 
customer's  core  section  explains 
what  a  sore  throat  is,  its 
symptoms  and  possible  remedies 
for  various  age  groups.  It  also 
spells  out  when  a  visit  to  a  doctor 
is  indicated. 

Also  available  is  a  Karvol 
sponsored  publication  in  a  similar 
format.  The  outer  sleeve  answers 
basic  questions  at  assistant  level 
on  blocked  nose  and  congestion 
while  the  core  booklet  covers 
similar  ground  for  the  consumer, 
but  widens  the  scope  to  examine 
how  the  under  fours  can  get  a 
good  nights  sleep.  The  use  of 
comforters,    dummies,  bed 


sharing,  swaddling  and  pillows  are 
examined  as  are  infant  problems 
of  bedwetting,  teething,  colic  and 
common  sleep  problems. 

Crookes  plan  two  further 
packages  in  the  Karvol  series,  one 
covering  sleep  in  5-12  year-olds, 
the  other  in  the  12-plus  age  group. 
There  will  be  a  further  Strepsils 
booklet  on  Summer  colds. 

Crookes  are  also  promoting 
the  findings  of  their  report  on  the 
coughs  and  cold  market  to  the 
media  (see  C&D  Coughs  and 
Cold,  November  3),  to  expose  the 
myths  associated  with  treatment 
and  give  the  facts. 

Copies  of  the  booklets  can  be 
obtained  from  Dr  Frances  Peck, 
The  Cold  Care  Forum,  Keene 
Communications,  37  Golden 
Square,  London  W1R  4 AH. 
Crookes  Healthcare  Ltd.  Tel:  0602 
507431. 


Caelum  in 


sprays 


Cassolette  have  introduced 
Caelum  eau  de  parfum  spray 
(50ml,  rsp  £15.75)  and  eau  de 
toilette  spray  (100ml,  £18.75)  in 
addition  to  the  perfume,  available 
in  7.5ml  and  30ml  sizes.  The 
range  will  now  be  marketed  as  the 
"Caelum  Collection  for  the 
Confident  Woman".  by 
Cassolette.  Tel:  0202  666626. 


Fragrances 
come  in  a  bag 

Prestige  and  Collections  have 
announced  a  number  of  special 
offers  across  their  fragrance 
ranges,  available  from  December. 

A  mini  carrier  bag  promotion 
will  feature  across  Anais  Anais, 
Lou  Lou  and  Fidji.  Each  fragrance 
will  come  in  a  mini  carrier  bag  to 
match  its  packaging.  The  Anais 
Anais  bag  will  contain  a  30ml  EDT 
sprav  (£12.95);  Lou  Lou  a  30ml 
EDP  (£13.95)  and  Fidji  a  25ml 
EDT  spray  and  10ml  samples  of 
the  bath  and  shower  gel, 
moisturising  body  lotion  and 
perfumed  body  cream  (£12.95). 

Meanwhile,  the  Guy  Laroche 
fragrance  for  men  —  Drakkar  Noir 
-  will  come  in  a  promotional 
"action  pack".  The  transparent 
pack  contains  a  boxed  25ml 
aftershave  spray  and  a  50ml 
shaving  foam  (£9.95). 

Finally,  December  sees  the 
introduction  of  a  limited  edition 
from  Cacharel  pour  L' Homme.  A 
30ml  aftershave  will  be  available  in 
a  box  featuring  the  product's 
advertising  visual  (£8.95).  Prestige 
&  Collections  Ltd.  Tel:  071-937 
7207. 


On  special 
from  Numark 

The  December  extra  fill  lines  on 
promotion  with  Numark  are 
Harmony  Hairspray,  all  sizes,  and 
Signal  toothpaste  50ml  and  125ml. 
Promotion  lines  include  Atrixo, 
Labello,  Heinz  jars,  Lil-lets,  Libra 
Pursepack  and  Pantyliners, 
Penny  wise,  Loving  Care  and 
Peaudouce. 

Family  Carelines  include 
Aludrox,  Benylin,  Bisodol, 
Cibavision,  Day  and  Night  Nurse, 
Diocalm,  Diocare,  Resolve,  Eno, 
J  Collis  Browne's,  Milk  of 
Magnesia,  Nurofen,  Pulmo  Bailly, 
Rennie,  Setlers,  Stoppers, 
Vykmin,  Yeastvite,  Phyllosan, 
Iron  Jelloids,  Ribena,  C-Vit, 
Orovite  and  FSC  Waterfall  and 
Figure  Trim.  Numark 
Management  Ltd.  Tel:  0827 
69269. 

The  Fuji  F  plan  promotion  is  offering 
festive  gifts  with  the  initial  "F"  for 
dealers  purchasing  Fuji  film  before 
the  end  of  this  year. 

Dealers  ordering  60  rolls  will 
receive  Frascati  or  Fitou  wine. 
For  orders  of  100  films,  the  gift  is 
either  freesias  or  Fundador 
brandy,  while  150  rolls  will  qualify 
for  either  Guy  Laroche 's  Fidji  or 
Christian  Dior's  Farenheit. 
Sangcrs  Photographic  Ltd.  Tel: 
021-5234471. 
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Flip-up 
Endekay 

Stafford-Miller's  Endekay  dental 
health  gum  is  now  available  in  a 
pocket  dispenser  pack  with  a  flip- 
up  lid  allowing  the  release  of  one 
piece  of  gum  at  a  time. 

The  new  pack  features  bright 
colours,  bold  easy-to-read 
lettering  and  are  a  handy  size, 
containing  24  pieces  of  gum,  say 
Stafford-Miller. 

Endekay  dental  health  gum  is 
being  supported  with  both 
television  and  Press  advertising  to 
the  value  of  over  £lm  during 


fifiBftt  total 


1990.  Extensive  PR  campaigns 
are  also  being  undertaken,  say 
Stafford-Miller  Ltd.  Tel:  0707 
331001. 


Bourjois  add 
Sensible 
mascara 

Cil  Sensible  is  a  gentle  formula 
mascara  made  from  100  per  cent 
natural  ingredients,  developed 
specifically  for  women  with 
sensitive  eyes  and  for  contact  lens 
wearers,  say  manufacturers 
Bourjois. 

The  mascara  contains  natural 
waxes  and  gums  together  with 
jojoba  oil,  pro-vitamin  B5  and 
chitine .  It  has  been  subjected  to  a 
series  of  strict  tolerance  tests 
carried  out  under  the  supervision 
of  ophthalmologists,  the  company 
claims. 

Cil  Sensible  (£3.45)  will  be 
available  from  March  1991  in  two 
shades  —  noir  and  bleu.  It  is 
presented  in  an  oval  container 
with  white  and  silver  graphics 
emphasising  the  products  quality, 


say  Bourjois. 

For  the  launch  period,  Cil 
Sensible  will  feature  on  a 
promotional  merchandiser,  with 
product  performance  claims  and 
price  point  highlighted  on  the 
headercard.  Bourjois  Ltd.  Tel: 
071-4992605. 


December 
top  offers 

The  AAH  Pharmaceuticals  top 
offers  promotion  for  December 
covers  the  following  product 
sectors:  hair  care,  tissues, 
toothpaste  and  cough  linctus. 

Top  offers  include  household 
names  —  Kleenex  tissues,  Signal 
toothpaste  and  Benylin  chesty 
cough.  Haircare  products  are 
Palmolive  shampoo,  Harmony 
hairspray,  Loving  Care  hair 
colourant  and  Format  hair  gel. 
AAH  Pharmaceuticals  Ltd.  Tel: 
0928  717070. 


ON  TV  NEXT  WEEK 


GTV  Grampian 
B  Border 

BSB  British  Satellite 

Broadcasting 

C  Central 

CTV  Channel  Islands 
LWT  London  Weekend 
C4  Channel  4 


U  Ulster 
G  Granada 
A  Anglia 

TSW  South  West 
TTV  Thames  Television 
TV-am  Breakfast 
Television 


SK  Sky 

STV  Scotland  (central) 

Y  Yorkshire 

HTV  Wales  &  West 

TVS  South 

TT  Tyne  Tees 


Asilone: 

U,G,C,A,HTV,TSW,TVS,TTV 

Celsius: 

C4 

Coughcaps: 

All  areas 

Listerine: 

All  areas 

Loving  Care: 

GTV.BTV 

Minadex: 

TV-am 

Sanatogen  Multivitamins: 

All  areas  except  TV-am 

Slim-Fast: 

All  areas  except  CTV.C4  &  TV-am 

Solpadeine: 

All  areas 

Yardley  Lavender  soap: 

All  areas  except  CTV  &  TT 

Yardley  Nights  in  White  Satin: 

All  areas  except  CTV  &  TT 

The  first 
internationally 
peer  reviewed, 
clinical  trial 
data  concerning 
a  garlic  product, 
to  be  published 
by  a  leading 
international 
medicaljournal. 

The  results  of  seven  clinical 
trials  on  Kwai 
garlic  tablets 
and  their 
role  in  the 
prevention  of 
cardiovascular 
disease. 


Highly 

Concentrated 
Garlic  Tablets. 


Lichtwer  I'harma  (I  K)  Ltd,  Dominions  House,  114  High  St.  Buinham,  Bucks  SL1  7.JT 
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Brush  up  on  oral 
hygiene 


Try  to  picture  330  million  toothbrushes  and 
you  will  get  some  idea  of  the  numbers  that 
are  sold  each  year  in  Europe.  Just  as 
impressive  is  the  fact  that  a  large  number  of 
these  are  sold  by  one  company  —  Jordan. 

Based  in  Norway  Jordan  are  the  makers 
of  Europe's  number  one  toothbrush,  the 
Jordan  V  tuft,  which  has  a  26  per  cent 
overall  share  in  the  European  market.  Or, 
put  another  way,  it  sells  37  million  units 
each  year.  Such  sales  success  knows  no 
bounds  —  be  they  frontiers  or  differences  in 
nationality.  Everyone  recognises  a  good 
toothbrush  when  they  see  it! 

Jordan  has  90  per  cent  of  its  home 
market  in  Norway  and  is  the  number  one 
brand  in  Spain,  Denmark,  Holland,  Ireland, 


Belgium  and  Portugal  too  —  and  number 
two  in  the  French  market. 

As  the  British  begin  to  change  their  oral 
hygiene  habits  Jordan  also  predict  a  growing 
UK  market  with  emphasis  at  the  premium 
end,  and  have  recently  appointed  Food 
Brokers,  the  number  one  brokers  in 
Europe,  to  handle  their  range  in  the  UK. 

"Although  the  UK's  annual  toothbrush 
consumption  per  capita  is  low  at  1 . 1 , 
despite  the  fact  that  dentists  recommend 
changing  toothbrushes  four  times  a  year, 
says  Jordan,  "the  Scandinavian  awareness 
of  oral  hygiene  is  slowly  filtering  through  to 
the  UK,  and  we  are  anticipating  a  gradual 
increase  in  toothbrush  sales  here.  With  the 
backing  of  Food  Brokers  formidable  setup 
we  are  confident  that  we  can  build  on  our 
existing  share  of  the  UK  market. ' ' 

Regular  reminder 

There  is  evidence  to  show  that  the  low 
purchase  level  of  toothbrushes  in  the  UK  is 
slowly  increasing.  Pharmacists  are  in  an 
ideal  position  to  maximise  on  this 
opportunity  lor  additional  sales,  especially 
as  much  of  the  current  interest  is  in  the 
premium,  more  professional  sector  of  the 
brush  market,  which  is  currently  dominated 


by  the  chemist. 

Says  Tim  Tomlinson  of  Food  Brokers: 
'  'The  majority  of  toothbrushes  are 
purchased  by  women  on  impulse.  They  are 
seldom  found  on  a  shopping  list.  It  is  up  to 
the  pharmacists,  therefore,  to  give  the  oral 
hygiene  section  a  high  visual  profile  and  to 
constantly  remind  customers  of  the 
importance  of  changing  their  toothbrush 


Jordan's  market  shares  1990 
%  of  volume  total  market 


regularly  as  recommended  by  dentists. 

"Women  visit  their  local  pharmacy  far 
more  frequently  than  their  dentist  and,  as 
they  become  more  aware  of  the 
preventative  approach  that  dentists  are 
adopting,  they  will  be  looking  to  their 
pharmacist  for  advice  on  oral  hygiene 
routines  and  products. 

"Strong  display  supported  by 
knowledgeable  sales  staff  will  result  in 
increases  sales,"  he  concludes. 


Ahead  by  design 

The  best  designs  are  always  the  ones  that 
look  simple  and  for  Jordan  that  is  the  V- 
shaped  bristle.  But  do  not  be  deceived. 
While  it  may  look  simple,  the  V-shaped 
design  is  the  result  of  extensive  research  to 
come  up  with  the  most  effective  bristle 
shape.  All  the  research  has  certainly  paid 
off.  Clinical  and  laboratory  tests  have  proved 
conclusively  that  the  Jordan  V-shape  is 
better  at  cleaning  between  the  teeth  than 
any  other  toothbrush. 

By  slanting  the  bristles  inwards  towards 
each  other  to  form  pointed  bundles  the 
company  discovered  that,  whether  it  was  in 
a  horizontal  or  vertical  position,  the 
toothbrush  bristles  were  able  to  penetrate 
those  awkward  spaces  between  the  teeth 
much  better  than  any  flat  bristles,  thus 
reaching  those  difficult  interdental  spaces 
where  plaque  builds  up.  It  could  be  said  that 
the  "V"  in  Jordan  V-Tuft  stands  for  victory 
against  plaque  and  gum  disease! 

Brush  strokes 

Keeping  in  tip-top  condition  requires  three 


As  well  as  a  good  brush  a  good 
toothbrushing  technique  is  important.  Over 
zealous  brushing  can  cause  gums  to  recede 
while  a  less  efficient  approach  can  leave 
many  areas  untouched  to  become  breeding 
grounds  for  the  harmful  bacteria  that  cause 
plaque. 

The  go  betweens 

However  good  the  toothbrush,  it  is  always 
best  to  back  up  its  performance  by  an  oral 
hygiene  routine  that  includes  the  use  of 
dental  floss,  stick  or  tape. 

any  customers  find  it  all  too  easy  to 
forget  that  each  tooth  has  five  surfaces  — 
three  exposed  (the  inside,  outside  and  biting 
edge) and  the  space  inbetween  the  teeth.  It 
may  look  like  there  is  little  or  no  space 
between  each  tooth,  but  for  bacteria  it  is 
more  than  enough. 

Floss  and  tape,  however,  are  thin 
enough  to  slide  between  the  teeth  and 
scrape  off  much  of  the  plaque  growing  there. 
"Tape  provides  an  easy  to  use  alternative 


New  Oval  Head 

The  search  to  come  up  with  an  even  better 
brush  is  continuous,  say  Jordan,  who  have 
some  of  the  most  advanced  research  and 
development  facilities  in  Europe. 

It  is  this  commitment  to  the  market  and 
investment  in  future  technology  that  keeps 
the  company  one  step  ahead  of  the 
competition.  Certainly  their  long-standing 
experience  stands  them  in  good  stead  — 
Jordan  have  been  manufacturing 
toothbrushes  and  interdental  products  for 
well  over  150  years.  Over  that  time  the 
product  range  has  been  constantly  improved 
and  developed  in  line  with  the  latest 
professional  thinking. 

As  part  of  this  continuous  process  the 
company  is  now  introducing  the  Jordan  Oval 
Head  V  Tuft  to  replace  the  standard  head 
toothbrush  that  has  been  such  a  success 
over  so  many  years. 

The  new  Oval  Head,  which  will  retail  at 
£1.19,  is  designed  to  fit  more  comfortably  in 
the  mouth.  While  the  length  of  the 
toothbrush  remains  the  same,  the  longer, 
slimmer  neck  gives  added  manoeuvrability 
—  a  must  when  it  comes  to  cleaning  those 
teeth  at  the  back  of  the  mouth. 

The  overall  head  size  of  the  brush  has, 
however,  been  reduced  by  15  per  cent, 
which  actually  increases  the  effectiveness  of 
the  brush  by  positioning  the  bristles  closer 
to  the  outer  edge  of  the  head . 

Say  Jordan:  "The  Jordan  Oval  Head  is  a 
worthy  successor  to  our  Standard  brush 
head  and  offers  even  more  benefits  to  the 
user.  It  is  a  toothbrush  that  is  the  result  of 
our  ongoing  research  and  development 
programme. 

"At  Jordan  we  think  we've  come  as 
close  as  we  can  to  the  perfect  toothbrush. 


things  —  time, 
technique  and  most  of  all  a 
good  toothbrush. 

Say  Jordan:  "Dentists  now 
recommend  that  a  toothbrush 
should  have  a  small  head  with 
filaments  of  a  soft/medium  texture. 
The  toothbrush  neck  should  be  long  and 
slim  so  back  teeth  can  be  reached  properly 
and  the  handle  should  be  broad  and 
comfortable  to  give  a  good  grip  and  better 
brushing  control.  The  Jordan  V  tuft  range 
meets  these  requirements  and  it  includes 
something  for  all  the  family. 

"We  know  that  a  toothbrush  specially 
designed  for  babies  should,  like  our  brush, 
have  a  small  compact  head,  soft  filaments,  a 
long,  slim  neck  to  reach  awkward  areas  and 
a  broad  handle  so  parents  have  a  good  grip 
while,  for  older  children  between  the  ages  of 
three  and  1 2 ,  the  Junior  V  tuft  will  help  them 
to  establish  a  good  oral  hygiene  routine.  At 
the  same  time  it  makes  toothbrushing  fun. 
Packs  carry  cheeky  animal  designs  to  catch 
both  the  eye  and  their  interest. ' ' 

For  adults  hard,  medium  or  sensitive 
(soft)  bristles  are  available  on  the  Jordan 
Adult  V  while  the  Double  Action  is  a 
multitufted  brush  with  a  combination  of  soft 
outer  bristles  and  medium  inner  bristles. 


r  those  people  who  find  floss  too  difficult 
or  too  fiddly  to  use,"  say  Food 
Brokers. 

The  good  news  in  this 
ector  is  that  demand  for 
interdental  products 
continues  to  grow.  The 
sector  had  doubled  in  size 
over  the  past  two  years  as 
people  put  more  and  more 
effort  into  their  oral  hygiene 
routines. 
The  floss  sector  has  seen  a  10 
per  cent  growth  over  the  last  12 
months  and  is  now  worth  £6m,  say  Food 
Brokers,  while  sticks  —  now  worth 
£750,000,  saw  a  200pc  sales  upsurge. 

In  response  to  consumer  demand  Jordan 
Dental  Floss  has  been  made  stronger  and 
the  full  interdental  range  is  now  available  in 
eye-catching  modern  packaging  in  a  variety 
of  colours,  making  them  more  attractive  to 
the  consumer  than  the  standard  white  packs 
offered  by  other  brands.  The  new  packs 
carry  full  instructions  for  use  and  also 
feature  an  at-a-glance  indicator  on  the  packs 
which  shows  how  much  content  is  left. 
Jordan  sticks,  Tape  and  Floss  all  retail  at 
£1.19. 

Say  Food  Brokers:  "This  is  a  growing 
area  that  the  pharmacist  can  really  make  his 
own  without  it  taking  up  a  lot  of  space  on- 
shelf.  Interdental  products  need  to  be 
explained  and  have  a  professional  feel  which 
makes  them  an  excellent  merchandise 
choice  for  the  chemist  sector." 


SCK  TSF  CV  i 


Medo  make  changes  to 
Dioctyl  liquids 


Medo  Pharmaceuticals  have  made 
changes  to  their  Dioctyl  liquid 
products,  involving  new  flavours, 
formulations,  product  names  and 
pack  sizes. 

The  old  Dioctyl  syrup  11  pack 
has  been  replaced  with  Dioctyl  1 
per  cent  solution  300ml  (£3.88). 
The  peppermint  flavour  has  been 
changed  to  herbmint,  and  sugar 
has  been  removed  from  the 
formulation. 

The  old  Dioctyl  paediatric, 
which  was  available  in  125ml  and 


11  bottles,  is  now  Dioctyl 
paediatric  solution,  and  comes  in 
125ml  (£1.26)  and  300ml  (£2.55) 
sizes.  The  orange  flavour  has 
been  replaced  with  orange  and. 
grapefruit,  and  the  formulation  is 
now  sugar-free. 

The  new  pack  sizes  more 
closely  reflect  prescribed 
quantities,  say  Medo.  The  new 
Dioctyl  liquids  will  be  available 
from  early  next  month.  Medo 
Pharmaceuticals  Ltd.  Tel:  0494 
772071. 


Fortison 
paediatric 

Cow  and  Gate  have  added  a 
paediatric  variant  to  their  Fortison 
range,  for  children  aged  one  to  six 
years  (8-20kg). 

Fortison  paediatric  is  closely 
aligned  to  the  British  Dietetic 
Association's  latest  compositional 
recommendations,  say  Cow  and 
Gate.  The  isocaloric  (lml=  lkcal), 
gluten  and  sucrose  free  product,  is 
ACBS  approved. 

It  is  available  in  200ml  ready- 
to-use  bottles  (12  £17.76  trade). 
Cow  and  Gate  also  provide  "Mr 
Men"  colouring  books  to  explain 
nasogastric  feeding.  Cow  and 
Gate  Ltd.  Tel:  0225  768381. 


Setopress  for 
leg  ulcers 

Seton  Healthcare  are  launching 
Setopress  P.E.C.  high 
compression  bandage,  for  leg 
ulcer  treatment.  It  exerts  a 
graduated,  tightly  defined 
pressure  from  ankle  to  knee. 

Setopress  is  a  type  3c 
extensible  bandage,  which 
conforms  to  Drug  Tariff 
specification  number  52.  It  is 
available  in  sizes  7.5cm  by  3m 
relaxed  (12  £22.68)  and  10cm  by 
3m  relaxed  (12  £29.28).  Seton 
Healthcare  Group  Pic.  Tel:  061 
6522222. 
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Medication 
reminder 

A  medication  reminder  unit  said  to 
overcome  the  problems  of  poor 
patient  compliance  is  now 
available  in  the  UK. 

Developed  in  America  by  the 
Lasermax  Corporation,  the  Rx 
Alert,  which  resembles  a  pocket 
calculator  in  appearance,  reminds 
the  patient  with  an  alarm  when  a 
dose  is  due.  The  medication  and 
dosage  are  then  displayed  on  a 
screen.  In  addition,  the  unit  keeps 
a  running  total  of  up  to  six 
medicines  and  alerts  the  patient 
when  supplies  are  running  low. 

The  Rx  Alert  can  be  adjusted 
quickly  and  simply  to  take  account 
of  a  new  medicine  to  be  taken  by 


the  patient,  claim  the 
manufacturers.  The  unit  warns 
when  batteries  need  replacing; 
this  can  be  done  without  the  loss 
of  stored  information.  The  Rx 
Alert  is  available  in  the  UK  by 
contacting  Mr  W.C.  Miller  at 
Health  &  Medicines  Research. 
Tel:  0707  49241. 


Discounts 

Coloplast  and  AAH  are  running  a 
promotional  offer  on  orders  of 
Comfeel  ulcer  dressings. 

A  17.5  per  cent  discount  is 
being  offered  on  the  normal  trade 
price  of  Comfeel  10cm  by  10cm. 
The  promotion  runs  until 
December  31.  AAH 
Pharmaceuticals  Ltd.  Tel:  0928 
717070. 


BRIEFS 


Two  Cambmac  pouches  will  be 
available  on  Drug  Tariff  from 
December  1.  They  are  Dansac 
Combi  Micro  infant  drainable  cut- 
to-fit  opaque  10-25mm  (30 
£44.70,  £48.60  from  January 
1991)  and  Dansac  Combi  Micro 
petit  D  drainable  opaque  10-30mm 
(30  £47.10  (£51.20),  all  prices 
trade).  Cambmac  Instruments 
Ltd.  Tel:  0223  441144. 

H.  N.  Norton  are  adding  the  following 
from  December  3:  amoxycillin 
sugar-free  oral  suspension 
125mg/5ml  (100ml  £1.75), 
250mg/5ml  (1001  £3.26,  both 
prices  trade).  H.N.  Norton  &  Co 
Ltd.  Tel:  081-8079999. 

Seton  Healthcare  become  the  sole 
distributors  of  CX  antiseptic 
dusting  powder  from  December 

I.  Seton  Healthcare  Group  Pic. 
Tel:  061  652  2222. 

Rybarvin  is  no  longer  distributed  by 
Farillon  on  behalf  of  Rybar,  but  is 
available  on  a  named  patient  basis 
from  Penn  Pharmaceuticals  Ltd, 
at  £18.40  for  30ml  plus  £3  handling 
fee.  Penn  Pharmaceuticals  Ltd. 
Tel:  049481 3340. 

Cilag  have  recently  added  a  half- 
strength  variant  to  their 
recombinant  human  erythropoetin 
iv  injection  Eprex.  This  contains 
2,000  iu/ml  epoetin  alfa  and 
2.5mg/ml  serum  albumin  in  1ml 
ampoules.  The  POM,  licence 
number  0076/0135,  is  available  in 
packs  of  six  ampoules  (£108  trade) 
Cilag  Ltd.  Tel:  024  024  3541 . 


WYETH  G  REGULAR  TELEPHONE 
SERVICE  ENSURES  YOU  NEVER 
RUN  SHORT  OF  OUR  QUALITY 
GENERfC  PRODUCTS  


RING  US  ON 

(0628)  604377 
extn.  4159 
or  let  us  call  you  on  a 
regular  basis 

WYETH 


GENERICS 


QUALITY  ASSURED 
SERVICE  ASSURED 

Wyeth  Laboratories,  Taplow,  Maidenhead,  Berks 

'trade  mark 
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Imagine 

An  End  To  Vaginal  Dryness 
For  3  Million  Women 


0  million  women  in  the 
U.K.  can  now  benefit  from 
new  REPLENS. 

To  reach  this  massive 
£500  million  market, 
Columbia  Laboratories  have 
launched  a  £4  million 
nationwide  campaign.  Using 
T.V.,  consumer  and  medical 
press  plus  extensive  P.R. 
So  make  sure  you're  stocked 
ready  for  the  demand,  and 
for  healthy  sales. 

New  REPLENS  is  not  a 
drug.  It's  a  natural,  long- 
lasting  way  to  restore 
vaginal  moisture.  Helping 
women  feel  more  confident 
and  more  comfortable. 

With  REPLENS,  intercourse 
becomes  spontaneous,  again 


'-1 


¥  4 


there's  no  further  need  for  old- 
fashioned,  messy  lubricating 
jellies. 

Applied  3  times  a  week, 
REPLENS  ends  vaginal 
dryness  and  discomfort 
for  good  while  maintain- 
ing normal  vaginal  pH. 

Each  pack  contains  pre- 
filled,  slimline  applicators. 


i 


They're  discreet  and  easy  to 
use.  REPLENS  is  clinically 
tested  and  recommended 
by  gynaecologists  world- 
wide. So  you  can  stock  it 
v   with  confidence. 

i|V 

Just  imagine  the 
difference  it  could  make 
to  a  woman's  life,  and  to 
your  sales. 


NEW 

REPLENS 

VAGINAL  MOISTURISER 


Three  Applications  A  Week  For  Full-Time  Comfort 


Distributed  in  Ireland  by  David  Mayrs  Limited,  Btoombndge  Industrial  Esrare.  Dublu 


Columbia  Laboratones  IUKJ  Ltd  .  Charter  House.  1 5  Carteret  Street.  London      1  H  9DI 


BUSINESS  IN  FOCUS 


You  can't  take  on  everyone  when  you  set  up  a  new  business,  advises  consultant  John  Kerry 

Taking  on  all  comers 


Six  years  ago  Mr  P  took  a  chance  and  opened 
a  small  retail  pharmacy  in  an  empty  unit.  He 
chose  a  small  town  in  the  South  West  which 
already  had  a  long  established,  good  sized 
independent  and  two  multiples  in  the  main 
street,  but  Mr  P  had  calculated  that  there  was 
room  for  a  good  "little-un"  which  offered 
efficient  service  and  competitive  prices. 

There  were  three  major  handicaps  to 
overcome.  To  begin  with,  he  was  taking  on 
three  big  opponents  who  were  well 
established,  and  in  addition  he  was  sited  off  the 
main  shopping  street  in  a  secondary  retail 
position.  To  compound  matters  Mr  P  didn't 
leapfrog  anybody;  to  reach  his  pharmacy, 
patients  from  both  surgeries,  one  with  12 
GPs,  the  other  with  six  needed  to  pass  at  least 
one  of  the  opposition. 

Not  surprisingly,  the  first  6  months  were 
difficult  for  Mr  P.  So  few  items  were 
dispensed  in  those  early  days  that  his  principal 
wholesaler  only  needed  to  deliver  once  a 
fortnight. 

However,  the  formula  of  hard  work,  good 
service,  cut  prices  and  a  caring  attitude  to  all 
has  paid  off.  Profits  were  ploughed  back  into 
the  business  and  exactly  a  year  ago,  by  taking 
over  the  shop  next  door  and  knocking  out 
walls,  Mr  P  was  able  to  enlarge  his  selling 
space  threefold  and  completely  refit  the  whole 
area.  The  result  —  a  bright,  modern  and 
comfortable  shop  to  be  proud  of.  But  has  this 
expenditure  on  enlargement  and  refitting  paid 
off? 

In  the  financial  year  ending  August  89,  just 
before  refitting,  turnover  was  £273,000  (NHS 
£156,000,  counter  £117,000),  while 
provisional  figures  for  the  year  September  89 
-  August  90  are  £351 ,000  (NHS  £189,000  + 
20  per  cent,  counter  £162,000  +  38  percent). 


OTC  growth 


The  growth  in  NHS  turnover  is  pleasing,  but 
in  a  year  of  troubled  times  in  retail  generally, 
an  OTC  increase  of  38  per  cent  is  much  more 
than  satisfactory. 

However,  things  are  not  as  good  as  they 
seem.  Unlike  many  retail  pharmacists,  Mr  P 
has  been  marketing  the  OTC  side  vigorously. 
Bulk  buying,  deep-cut  prices,  loss  leading 
brands  backed  by  quite  extensive  local 
newspaper  advertising  and  leaflet  drops 
throughout  the  year.  Customers  have  come 
Hocking  to  his  shop  and  in  the  first  six  months 
counter  sales  were  nearly  100  percent  upon 
the  previous  year. 

That  is  when  the  sleeping  giant  of  an 
independent  100  yards  around  the  corner,  in 
the  main  street,  felt  the  pain  and  started  to 
fight  back.  His  old  fashioned  premises  were 
converted  into  a  glamorous  up-market  retail 
pharmacy  and  then  he  went  to  battle  on  prices. 

His  first  move  was  to  start  selling  fast 
moving  toiletries  and  baby  goods  just  below 
Mr  P's  price.  This  was  a  new  tactic,  as 
previously  he  had  concentrated  on  NHS 
dispensing,  OTCs,  and  agency  skincare  and 
fragrances,  leaving  the  multiples  to  battle  over 
price  sensitive  toiletries  and  babycare. 

It  proved  to  be  the  first  shot  in  a  price  war 
which  has  lasted  for  some  months.  Every 


move  on  price  which  Mr  P  makes  is  copied  or 
bettered  by  his  nearby  opposition.  Growth  has 
faltered ,  and  gross  profit  on  counter  products 
has  taken  a  pounding. 

Now  Mr  P  and  his  immediate  opponent  are 
locked  in  a  bloody  battle  which  neither  can  win. 
Of  course  both  wish  that  the  other  would 
retreat  at  least,  or  better  still  close  down.  But 
neither  will. 

Other  opposition  has  been  stimulated  as 
well.  Phntographii  specialists  are  w  in<  ing  at 
his  D&P  prices,  stores  and  other  pharmacists 
are  loosing  fragrance  sales  because  Mr  P 
undercuts  them,  while  the  multiple  drug  and 
food  outlets  cannot  or  will  not  compete  with 
his  toiletry  and  babycare  promotional  prices. 

However,  doing  battle  on  several  fronts  is 
an  exhausting  strategy  and  any  gains  can  soon 
be  wiped  out  by  well  placed  and  richer 
opponents. 

Mr  P  has  identified  the  following  problem 
areas  in  his  business. 

1.  NHS  —  both  his  distance  from  surgeries  and 
position  handicap  growth. 

2.  Fragrances  —  without  agency  agreements 
—  range  and  profitability  suffer. 

3.  Babycare  —  even  with  a  good  size  shop  his 
range  is  limited  and  prices  are  often  beaten  by 
multiples. 

4.  Photographic  —  heavy  competition  from  cut 
price,  better  placed  specialists. 

5.  Cosmetics  and  skin  care  —  agencies  have 
been  established  with  rivals  to  offer  full  range 
expert  advice  and  promotions. 

Realistically  this  pharmacy  is  its  own  worst 
enemy.  By  attempting  to  outsell  and  out 
maneuver  all  of  the  others  in  the  town  as  well 
as  the  non-pharmacy  outlets  all  at  the  same 
time,  it  has  become  fair  game  for  retaliation. 

Of  course  dispensing,  photographic, 
babycare,  skincare  and  fragrances  are  strong 
retail  pharmacy  markets  and  certainly  worth 
fighting  for,  but  why  do  it  all  at  once? 
Resources  and  profits  are  stretched  to 
breaking  point,  whilst  certain  battles  are 
bound  to  be  lost. 


Pharmacy  type:  Independent  limited 
company. 

Location:         Small  town  centre 
secondary  position. 

Type  of  Two  shop  units  knocked 

premises:        into  one,  complete  refit. 

Competition:     Within  half  a  mile  —  three 
pharmacies,  (two  multiple 
and  independent),  two 
photoshops,  two 
supermarkets,  two 
drugstores. 

Products:         Conventional  stock — 

Photographic  a  speciality. 


The  smarter  strategy  here  is  clearly 
withdraw,  regroup  and  attack  on  fewer  fronts 
where  the  "enemy"  is  more  vulnerable. 

Strategic  recommendations 

Fragrances  are  currently  bought  at  wholesale 
"swag"  prices  and  sold  below  SRP.  This  is 
not  a  policy  worth  pursuing  long-term, 
particularly  bearing  in  mind  the  established 
competition  nearby  with  appointed  agency 
agreements,  the  precious  selling  space 
occupied  by  these  products  and  the  expensive 
stock  holding  required.  Mr  P  should: 

1  Discontinue  selling  fragrances  at  cut  prices. 

2  Reduce  stock  and  space  allocated  to  display 
by  at  least  66  per  cent. 

3  Negotiate  agency  agreements  where 
possible. 

For  skincare  and  cosmetics  Mr  P  would  be 
well  advised  to: 

1  Carry  out  market  research  among  his 
existing  customers  and  local  competitors  to 
identify  potential  demand  for  ranges  not 
stocked,  and  how  well  this  demand  is  satisfied 
locally.  It  is  likely  that  certain  brands  will  be 
poorly  represented  locally,  forcing  followers 
to  shop  at  big  city  stores  nearby. 

2  From  this  research,  target  ranges  which 
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PROPOSED  LAVOUT 


►  Main  customer  traffic  tlow 


1)  Large, 

2)  ToiMrie. 

3)  Fragran 


bah 


•ducal 
greatly 


4)  Agem  iSkmcarei 

5)  Lang  gondola  pu> 

6)  Shurtei  counter  C 


dded 
diet  to 
II  S 


may  be  stocked  and  sold  profitably  and  pursue 
these. 

3  Make  full  use  of  the  resources  offered  by  the 
skincare/cosmetics  companies,  focusing  on 
staff  training,  customer  evenings,  advei'tising 
and  promotions . 

4  Merchandise  and  display  alongside  the  much 
reduced  fragrance  section. 

5  Employ  a  trained  demonstrator/sales 
person/consultant  who  is  able  to  make  this 
department  buzz. 

Babycare  is  a  department  with  great 
potential  for  development  and  promotion  in 
this  pharmacy.  Improvements  can  be  made  by 

1  Allocating  more  selling  space. 

2  Adding  more  ranges,  particularly  baby  food. 

3  Adding  or  trying  baby  clothes,  baby  toys, 
more  sundries  and  small  gifts. 

4  Developing  an  alternative  shop  for  babycare, 
creating  a  strong  image  for  the  business. 

5  Continuing  to  promote  deep-cut  prices  on 
selected  brand  leaders. 

On  the  photographic  side,  specialist 
process  shops  and  the  numerous  outlets 
offering  fast  inexpensive  D&P  will  always 
provide  stiff  competition  and  divide  this 
market.  Budget  films,  frames  and  accessories 
can  also  be  bought  almost  everywhere,  so  it 
may  be  best  to  trade  upwards,  and  the 
following  options  should  be  considered. 

1  Competitively  priced  D&P  and  films. 

2  Developing  established  portrait/wedding 
work  —  professional  studio  and  commercial 
work. 


Financial  Year  July 

—  dug 

ust 

1989 

1990 

(provis- 

ional) 

000' s 

000  's 

Counter  sales 

156 

189 

Dispensing 

117 

162 

Total  turnover 

273 

351 

y.o.y  increase  total 

29% 

y.o.y  increase  NHS 

20% 

y.o.y  increase  counter 

38% 

Purchases 

202 

Gross  profit 

97 

Gross  profit  % 

32% 

Wages 

26.0 

Rent 

Rates  and  water 

0.6 

Light  and  heat 

0.8 

Insurance 

0.8 

Telephone 

0.8 

Advertising 

3.0 

Cleaning 

0.1 

Subscription 

0.7 

Printing,  post,  stationary 

1.0 

Repairs  and  maintenance 

2.4 

Motor  and  travel 

0.8 

Sundry 

0.3 

Audit  and  accountancy 

1.0 

Bank  charges  and  interest 

9.4 

Depreciation 

8.3 

56.0 

Nett  profit 

41.0 

3  Video  camera  hire,  sales  and  wedding 
photography. 

4  Professional  and  specialist  film  stock. 

5  Quality  albums,  accessories  and  photo 
frames. 

6  Middle  to  top  range  35mm  cameras. 

7  Advertising  above  in  appropriate  media. 

Toiletries  operate  in  a  vast  low  profit/high 
turnover  market,  dominated  by  multiples, 
drug  stores,  food  chains  and  others  with  the 
space,  buying  power  and  merchandising  skill 
to  do  the  job  properly.  When  and  where  the 
competitors  in  this  market  are  numerous  and 
strong,  the  opportunities  for  the  independent 
chemist  are  few.  Mr  P  is  in  such  a  position,  and 
should  review  the  situation  carefully,  the 
following  options  are  proposed: 

1  Rationalise  choice  to  one  or  two  fast  moving 
brands  plus  own  label. 

2  Reduce  shelf  space  by  50  per  cent. 

3  Continue  to  buy  at  lowest  prices  on  selected 
brands. 

4  Promote  deep-cut  lines  as  at  present  to  build 
customer  traffic. 

Vigorous  promotion 

The  growth  in  NHS  dispensing  during  the  last 
12  months  has  been  affected  by  the  enlarging 
and  refitting  of  the  shop  as  well  as  the  vigorous 
promotional  campaign.  Extended  opening 
hours  and  patient  medication  records  will 
obviously  have  a  positive  effect,  but  nothing 
will  beat  good  old  fashioned  quick  friendly 
service,  patient  counselling  and  stock  levels  to 
satisfy  99.9  per  cent  of  demand.  Mr  P  has 
these  already  and  should  not  expect  further 
rapid  growth,  merely  a  healthy  year  on  year 
increase.  Unless,  of  course,  one  of  the 
competitors  closes  or  a  health  centre 
relocates  next  door. 


Adopt  new  tactics 


Mr  P  should  adopt  new  tactics,  should  not  be 
hell-bent  on  rapid  growth  in  turnover  at  the 
expense  of  profit,  rather  he  should  consolidate 
his  position  and  grow  healthily.  Profit  is  going 
to  be  more  important  than  turnover  anyway, 
and  by  withdrawing  strategically  from  two 
areas  and  concentrating  on  the  others  not  only 
should  nett  profits  look  healthier  but  the  shop 
will  have  a  much  clearer  identity  and  purpose. 

In  this  town,  this  pharmacy  cannot  hope  to 
become  all  things  to  all  people.  It  tries,  but  it 
fails  and  failure  is  accompanied  by 
unpredictable  growth,  while  making  enemies 
unnecessarily. 

By  being  unique,  better  or  different  in  just 
a  few  very  important  areas,  unique  selling 
propositions  will  be  established  and  solid 
foundations  laid  for  long  term  healthy  growth. 


Products  that  work  -  for  you  and  your  customers 


i  i 


LAXATIVE  TABLETS 

A  genile  yet  highly  effective  laxative 
wrth  slrong  customer  loyalty 
Packs  ol  50 


CHARCOAL  COMPOUND 
TABLETS 


For  the  treatment  ot  indigestion,  flatulence 
dyspepsia,  hyperacidity 
Packs  ol  50  and  250  tablets 


extra  strong  ■ 
■3)  Bronchial  : 


ACNE  LOTION 

A  non-keratolytic  bacterial  lotion  for  spots, 
pimples  and  Acne  Promotes  rapid  healing 
by  destroying  pimple-producing  bacteria 
New  SOrnt  pack  for  over-the-counter  sales 


These  products  are  available  from  your 
local  wholesaler  and  promoted 
direct  to  your  customers. 


TORBET  LABORATORIES  LTD. 

Maidstone,  Kent  ME14  1PF, 
Tel  0622  762269- 

A  British  owned  company 


Extremely  effective  expectorant 
mixture  which  also  soothes 
irritating  coughs  lOOmlpack 


NATURAL  FORMULA 


II         INSECT  REPELLENT  WIPES 

individually  sealed  moisi  wipes  containing 
■H  synergised  natural  pyrethrurri  Protects  agamsi 
••^  •''•»  midges, miles  mosquitoesetc  .tor uplo6hour^ 
■  "jf  Attractively  packedm  lO'stonmpulsepufchase 
&  and  recommendation 
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ELECTRIFY 
YOUR 
ACCOUNTANT. 


If  you're  not  already  selling  Panasonic  batteries,  you  could  find  it's  well  worth  the  switch.  And  as 
you'd  expect  from  a  company  producing  33,000  batteries  a  minute,  we've  got  every  type  of  battery  you  could 
wish  for,  not  to  mention  a  brand  name  your  customers  already  know  and  trust. 

And  when  you  examine  the  books,  you'll  find  it  has  a  rather  positive  effect  on  your  current  account. 

Panasonic 

Batteries 

Phil  Cook,  Panasonic  Batteries,  Panasonic  Industrial  UK,  Panasonic  House,  Willoughby  Road.  Bracknell,  Berkshire  RG12  4FP.  Telephone:  0344  853265  Fax;  0344  862061. 


ALTERNATIVE  MEDICINES 


lm  review  of  herbal  medicines  by  the  Medicines  Control  Agency  has  almost 
been  completed.  C&D looks  at  the  implications 

HERBALS 

come  of  ase 

Verbal  medicines  are  back  again.  Once  used  |  j 

jy  all  before  their  synthetic  counterparts  ''; 


Herbal  medicines  are  back  again.  Once  used 
by  all  before  their  synthetic  counterparts 
came  to  prominence,  herbals  have 
benefitted  from  the  move  towards  all  things 
natural,  in  the  age  of '  'green" 
consumerism.  The  respectability  of  herbal 
medicines,  already  aided  by  their  popularity 
among  the  Royal  family,  has  now  been 
boosted  by  the  allocation  of  full  licences  to 
many  products,  following  review  by  the 
Medicines  Control  Agency. 

Peter  Bradley,  technical  director  at 
Booker  Nutritional  Products,  feels  that  the 
review  process  has  gone  fairly  well  in  the 
UK,  though  he  is  disappointed  at  the  level  of 
claims  allowed.  The  review  of  herbal 
medicines  falls  under  the  auspices  of  the 
1965  EC  Directive  (65/65/EEC)  which  was 
amended  in  1975  (75/319/EEC)  and 
required  all  EC  member  states  to  undertake 
a  review  of  the  quality,  safety  and  efficacy  of 
older  proprietary  medicinal  products  by 
1990. 

While  quality  criteria  are  relatively  easy 
to  establish  and  already  exist  in  European 
and  national  pharmacopoiea  for  many  widely 
used  plant  drugs,  establishing  safety  and 
efficacy  has  provided  the  greatest  challenge, 
says  Mr  Bradley.  Plant  drugs  differ  from 
synthetic  drugs  in  a  number  of  ways,  he 
points  out.  For  instance,  they  are  chemically 
complex  substances  in  which  not  all  the 
constituents  are  known  and  they  have  not 
undergone  the  level  of  toxicological, 
pharmacological  and  clinical  testing  set  out 
for  new  chemical  entities.  However,  most 
plant  drugs  have  a  high  margin  of  safety  and 
considerable  evidence  of  efficacy  over 
centuries  or  even  millenia  of  usage,  says  Mr 
Bradley.  A  compromise  needs  to  be  made 
between  the  limitations  of  formal  data  and 
the  knowledge  available  from  modern 
research  or  traditional  use ,  he  says. 

The  EC  Directive  states  that 
pharmacological  and  toxicological  tests  for 
herbal  medicines  are  not  required  where 
published  references  exist  or  where  the 
constituents  of  a  product  have  an 
established  safety  and  efficacy  record. 
However,  guidelines  issued  by  Member 
States  have  varied  and  many  manufacturers 
feel  that  there  has  been  some  uneveness  in 
the  UK's  assessment  procedure  due  to  the 
lack  of  guidance. 

According  to  Mr  Bradley,  indications, 
dosages,  precautions  and  other  criteria  have 
been  negotiated  between  the  manufacturer 


and  the  Department  of  Health.  "Inevitably 
some  variations  and  inequalities  have 
arisen." 

The  UK  guidelines  for  products  for 
minor  conditions  capable  of  self  diagnosis 
and  treatment  state  that  the  label  must 
normally  include:  "A  herbal  remedy 
traditionally  used  for...".  "Claims  have 
been  'emasculated',"  he  says,  "and  there 
is  dissatisfaction  at  the  level  of  indications 
allowed ' ' .  The  term  "  traditionally  use  " 
could  be  considered  as  failure  to  accept  any 
of  the  evidence  of  efficacy  available  from 
modern  research,  and  this  is  unsatisfactory 
says  Mr  Bradley. 

Complexities  not  recognised 

Robert  Woodward,  chairman  of  Larkhall 
Laboratories,  attacks  the  inclusion  of  herbal 
medicines  in  the  reviews:  '  'The 
complexities  of  herbals  are  not  recognised. 
Different  standards  should  be  applied  and 
they  should  not  have  to  be  licensed. 

Dr  Woodward  suggests  that  in  place  of 
the  present  system,  a  negative  list  or 
blacklist  should  be  drawn  up  of  ingredients 
that  should  not  be  used  and  a  register 
detailing  standards  of  ingredients  should  be 
introduced.  He  believes  a  lot  of  money  is 
being  wasted  and  though  he  agrees  with  the 
licence  application  procedure  for  new 
chemical  entities,  he  says  "it  is  a  nonsense" 
to  apply  the  same  criteria  to  herbal 
medicines. 

The  present  situation  has  created  a 
' '  virtual  monopoly  "  of  the  herbal  market  by 
companies  who  were  in  the  business  before 
1971  when  licences  of  right  were  granted, 
says  Dr  Woodward .  The  cost  of  new  licence 
applications  makes  it  very  difficult  for  new 
herbal  manufacturers  to  get  started.  As  a 
result,  there  is  not  enough  competition  in 
the  industry  and  consumer  choice  has 
suffered,  he  adds.  Says  Dr  Woodward: 
'  'Prices  are  going  up  all  the  time  and 
consumers  are  getting  ripped  off. 


Umbrella  group 


An  umbrella  organisation  to  '  'advance  the 
scientific  status  of  phytopharmaceuticals" 
and  to  assist  with  regulatory  harmonisation 
within  Europe  was  formed  last  year. 


The  European  Scientific  Co-operative 
for  Phytotherapy  (ESCOP) ,  is  made  up  of 
herbal  associations  from  Germany,  the 
Netherlands,  France,  Belgium,  Switzerland 
and  the  United  Kingdom.  Its  aims  and 
objectives  include  promoting  the  acceptance 
of  phytopharmaceuticals  within  therapy, 
improving  and  extending  scientific  and 
practical  knowledge  and  initiating  clinical  and 
experimental  research. 

"In  order  to  create  conditions  which  will 
lead  to  the  establishment  of  a  single  market 
for  all  kinds  of  pharmaceuticals,  it  is 
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necessary  to  adjust  the  different  review 
strategies  and  decisions  within  EC  member 
states , ' '  says  the  group  in  its  newsletter 
European  Phytotelegram .  Close  co- 
operation between  the  group,  the  EC 
Commission  and  national  authorities  would 
assist  European  harmonisation,  it  adds. 

Peter  Bradley,  chairman  ofESCOP's 
scientific  committee,  says  the  problems  will 
arise  in  1992  because  review  conditions 
have  varied  so  much.  '  'What  we  need  is  a 
harmonised  approach  and  harmonised 
dissemination  of  information,  otherwise  UK 


products  will  be  at  a  considerable 
disadvantage  to  others. ' ' 

There  are  wide  differences  in  the 
number  of  plant  drugs  accepted  as  safe  and 
efficacious  and  in  permitted  indications.  For 
instance,  the  German  authorities  have 
produced  monographs  providing  extensive 
therapeutic  data  on  each  plant  drug.  In 
France  and  Belgium  lists  of  drugs  are  linked 
to  a  number  of  standard  indications.  The  UK 
only  has  general  guidelines.  Harmonisation 
will  best  be  achieved  by  the  development  of 
European  monographs  on  the  medicinal 


uses  of  each  plant,  says  Dr  Bradley. 

So  far  five  monographs  have  been 
completed  including  Frangulae  cortex  and 
Sennae  folium  and  a  further  six  are  in 
progress.  The  monographs  are  compiled 
using  scientific  literature,  contributions 
from  leading  researchers,  national  review 
decisions  from  EC  countries  and  national 
viewpoints.  ESCOP  hopes  that  the 
monographs  will  be  officially  accepted  in 
European  countries  although  a  review  of  the 
150-200  major  plants  in  use,  including 
combinations,  will  take  until  the  year  2000. 
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icensed  status  exploited  through  ads 


Manufacturers  are  spending  more 
than  ever  before  on  advertising 

licensed  herbal  products. 
Pharmacies  are  ideally  placed  to 
benefit 

This  Summer,  Booker  Nutritional  Products 
launched  their  first  national  Press  campaign 
for  their  Heath  and  Heather  herbal 
medicines  range.  The  £100,000  campaign 
ran  for  eight  weeks  in  the  Guardian 
newspaper  and  highlighted  the  "tried  and 
trusted  nature  of  herbal  remedies  and  the 
strong  tradition  of  female  healing",  to 
encourage  trial  among  a  newly  receptive 
audience.  This  theme  will  continue  into  next 
year's  advertising  and  may  be  extended  to 


the  women's  Press,  says  the  company. 

The  Heath  andWeather  range  w  as 
repackaged  last  year  following  licence 
reviews.  A  total  of  1 7  products  now  have 
licences,  13  are  tablets,  two  cough  mixtures 
ami  two,  catarrh  pastilles.  "The  new  status 
of  herbal  remedies  and  the  growth  pattern  of 
the  market  are  encouraging  for  the  retail 
trade, ' '  says  the  company.  Pharmacies  now 
account  for  about  40  percent  of  sales.  For 
licensed  remedies,  sales  are  show  ing  a  5  per 
cent  increase  year  on  year  through 
pharmacies. 

Heath  and  Heather  predict  that  in  future, 
consumers  will  see  a  more  sophisticated 
presentation  as  herbal  remedies  are 
promoted  as  a  medicine  rather  than  just 
another  alternative  treatment.  "Pharmacies 
w  ill  offer  a  highly  appropriate  environment  in 


The  Heath  and  Heather  rungi 


indication. . 


Bright  green  future  for  UK  market 


The  growing  trend  of  herbal  medicines  sales 
through  pharmacies  will  increase  in  stature 
among  consumers  who  are  looking  for 
natural-based  environmentally  friendly 
products,  says  a  report  on  the  EEC  market 
for  herbal  medicines. 

At  present  herbal  medicines  tend  to 
compete  in  similar  market  categories  and  a 
key  factor  for  success  will  be  to  locate  and  fill 
market  niches,  says  the  report  by 
mangement  consultants  McAlpine  Thorpe 
and  Warrier  (MTW).  Despite  a 
"conservative  attitude"  by  licensing 
authorities  and  legislative  restrictions,  the 
UK  market  is  growing  and  will  continue  to 
do  so  more  rapidly  in  the  future. 

According  to  MTW  the  UK  market, 
including  garlic  and  ginseng,  is  worth  some 
£65  million.  The  total  market  for  herbal 
medicines,  homoeopathic  remedies  and 
dietary  supplements  is  worth  £225m. 
Uncertainties  arising  from  licence  review 
have  contributed  to  a  static  market  over  the 
past  three  years,  but  now  that  the  process  is 
complete  and  most  products  have  been 
relicensed,  it  is  set  to  grow  substantially. 

Pharmaceutical  companies  are  likely  to 
enter  this  sector  now  that  herbal  medicines 
have  a  new  status,  say  MTW.  In  France,  the 
pharmaceutical  company  Pierre  Fabre 
brought  out  a  herbal  medicine  range  two 
years  ago.  MTW  predict  that  smaller 
manufacturers  will  suffer  most  from  the 
review  and  will  be  squeezed  out  of  the 
market  by  the  high  cost  of  licensing,  thus 
limiting  consumer  choice. 

There  is  a  trend  towards  distributing 


products  through  pharmacies, which  now 
account  for  around  45  per  cent  of  sales. 
Marketing  will  become  increasingly 
important  for  success  as  licensed  herbals 
compete  with  OTC  pharmaceuticals. 
However  the  advertising  spend  for  licensed 
herbals,  at  around  £2-£3m  last  year,  is  still 
much  lower  than  that  for  vitamins  and 
minerals,  which  was  over  £7m  in  1988. 

The  situation  in  the  UK  contrasts  starkly 
with  West  Germany,  which  has  the  most 
advanced  market  for  herbal  medicine  in  the 
EEC.  In  Germany  phytotherapeutic 
pharmaceuticals  compete  with  OTC  and 
prescription  products  and  benefit  from  a 
positive  attitude  of  the  Government, 
professionals  and  consumers.  The  total 
herbal  medicine  market  in  Germany  was 
worth  £1 , 140m  in  1989,  according  to  MTW, 
with  two-thirds  of  sales  off  prescription. 

France  has  the  second  largest  market 
distinguished  by  the  proportion  of  sales 
generated  from  pharmacies.  French 
pharmacists  have  a  more  active  role  in 
advising  consumers  and  a  more  positive 
approach  to  herbals,  say  MTW.  Worth  some 
£87  million  this  year,  the  French  market  for 
herbal  medicines  has  been  growing  at  a 
considerable  rate  over  the  past  ten  years 
and  65  per  cent  of  sales  are  through 
pharmacies, compared  with  the  UK's  40  per 
cent. 

EEC  market  for  herbal  medicines 
1990-1994  is  available  from  McAlpine 
Thorpe  and  Warrier  Ltd,  50  Penywern 
Road,  London  SW5  9SX. 


which  to  feature  herbal  medicines". 

Tranquilliser  addiction  was  the  horror 
story  of  the  late  80s  and  sales  of  herbal 
alternatives  to  help  cope  with  the  stresses 
and  strains  of  modern  life,  and  promote 
sleep,  have  taken  off. 

Vere  Awdry ,  marketing  manager  at 
G.R.  Lanes,  says  that  sales  of  Kalms  grew 
by  over  10  per  cent  in  volume  and  1 5  per 
cent  in  value  last  year.  Lanes  spent  around 
£250,000  on  advertisements  in  women's 
magazines  and  will  continue  their  campaign 
next  year. 

January  saw  the  launch  of  Naturest  and 
Lanes  are  "very  pleased"  with  its 
performance.  Merchandising  material 
including  consumer  leaflets,  showcards  and 
giant  packs,  is  available  from  distributors 
Ernest  Jackson.  Lanes  also  have  product 
information  sheets. 

Potter's  leaflet 

Potter's  have  produced  a  leaflet  to  explain 
how  the  herbal  registration  system 
"safeguards  the  public" .  It  advises  people 
to  look  for  the  PL  or  PLR  licence  number  on 
packs  or  containers  to  avoid  choosing 
unlicensed  products  "that  have  been 
marketed  in  a  way  that  implies  they  have 
medicinal  properties". 

The  company  has  been  granted  over  a 
hundred  licences  and  says  it  has  invested 
substantial  amounts  of  time  and  money  in 
the  process.  David  Hampson,  sales  director 
says:  "While  herbal  medicines  have  been 
recognised  as  established,  safe,  gentle, 
natural  remedies  for  centuries  we  realise 
there  is  a  need  to  regulate  all  products,  both 
herbal  and  chemical,  which  are  used  for 
medicinal  nurposes" . 

Potter's  are  launching  a  "determined 
campaign"  to  bridge  the  information  gap 
with  a  communications  programme  for 
pharmacies.  Herbal  medicines  are  quickly 
expanding  from  health  food  stores  into 
pharmacies  but  their  potential  is  being 
restricted  by  a  shortage  of  well- 
documented,  helpful  information. 

The  company's  communications 
programme  includes  an  updated  version  of 
Potter's  Cyclopaedia  which  covers  uses  and 
characteristics  of  botanical  drugs,  and  a 
range  of  leaflets.  An  information  bureau  has 
also  been  set  up  and  new  consumer 
literature  is  being  developed.  New  point  of 
sale  of  material  includes  a  stepped  showcard 
featuring  six  of  the  top  sellers. 

Potter's  research  points  to  lack  of 
confidence  in  stocking  herbal  remedies 
being  linked  to  a  lack  of  knowledge  of  them. 
David  Hampson  says:  '  'We  are  leading  a 
fullscale  attack  to  raise  awareness." 

Larkhall  Laboratories  have  repackaged 
their  Cantassium  classic  herbals  range  with 
new  diagrams.  A  new  addition  for  this  year 
is  Summertime  relief,  herbal  catarrh  tablets. 


Part  of  the  Cantassium  range 
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They  contain  extracts  of  horehound,  salvia, 
yarrow,  vervain  and  powdered  lobelia.  Also 
new  is  Cantassium  Herbal  Travel  Sickness 
based  on  Jamaican  ginger. 

Dr  Robert  Woodward,  managing 
director  at  Larkhall,  says  pharmacists 
should  learn  more  about  herbals  and 
recommend  them  while  counterprescribing. 
The  company  is  developing  an  information 
service  based  on  consumer  leaflets  that  will 
be  introduced  early  next  year. 

FSC 

Janet  Rees,  product  manger  at  FSC,  says 
Waterfall,  their  herbal  diuretic,  is  being 
supported  with  advertisements  in  national 
newspapers.  FSC  are  to  apply  for  a  product 
licence,  she  adds. 
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Homoeopathy  —  bridgin 
information  gap 


the 


New  Era  biochemic  tissue  salts 


Hailed  as  the  medicine  of  the  '90s,  there  is 
growing  consumer  interest  in  homoeopathy 
but  still  a  failure  to  convert  that  interest  into 
purchases,  says  Tom  Hardman,  director  of 
marketing  at  Seven  Seas.  According  to  Mr 
Hardman,  the  OTC  homoeopathic  market 
was  worth  about  £10  million  in  1989  with  the 
company's  New  Era  range  brand  leader 
holding  a  44  per  cent  share,  followed  by 
Nelson  (30  percent)  and  Weleda  (21  per 
cent). 

'  'The  market  is  growing  fairly  slowly 
considering  the  interest  in  natural  living, 
he  says  pointing  to  a  MORI  survey  that 
indicated  only  37  per  cent  of  people  have 
tried  homoeopathic  remedies.  However,  in 
another  survey,  eight  out  of  10  people  said 
they  would  be  willing  to  try  them. 

Mr  Hardman  believes  the  problem  is  an 
"information  gap"  that  can  be  bridged  by 
pharmacists.  He  says  there  is  a  lack  of 
understanding  that  homoeopathic  medicines 
are  natural  medicines  that  are  safe  and 
effective.  "There  is  an  opportunity  for 
pharmacists  to  explain  what  the  products 
are  and  how  they  work".  Seven  Seas  are 
spending  some  £500,000  on  a  full  page 
colour  advertisement  campaign.  The  ads 
run  in  women's  magazines,  Radio  and  TV 
Times  and  Sunday  supplements  until 
December  and  there  has  been  a 
"phenomenal  amount  of  interest ' ' . 

Mr  Hardman  explains  that  the  campaign 
is  designed  to  encourage  consumers  to  ask 


questions  and  he  advises  pharmacists  to 
display  and  stock  homoeopathic  remedies 
"with  confidence".  Full  use  should  be  made 
of  back  up  literature  provided  by 
manufacturers,  he  adds.  New  Era  have 
developed  an  information  file  that  gives  an 
introduction  to  mineral  tissue  therapy  and 
answers  common  inquiries. 

Weleda 

Penny  Viner,  general  manager  of  Weleda, 
says  pharmacies  are  still  not  responding  to  a 
genuine  demand  for  people  looking  for 
alternative  medicines  that  are  safe  and  free 
of  side  effects.  She  agrees  that  pharmacies 
suffer  from  lack  of  information  on  natural 
medicines, possibly  because  of  poor  training. 
While  an  increasing  number  are  showing 
interest  in  natural  medicines,  their  service 
compares  poorly  with  that  offered  by  health 
food  stores  and  alternative  practitioners. 

Principal  causes  are  "lack  of  interest  and 
a  lack  of  understanding" ,  and  Weleda  will  be 
running  a  series  of  training  days  next  year, 
at  their  headquarters  in  Ilkestone, 
Derbyshire,  and  other  regional  venues.  The 
emphasis  will  be  on  counter-prescribing  but 
there  will  be  some  input  from  a 
homoeopathic  doctor,  says  Ms  Viner. 

She  feels  that  with  the  advent  of  the 
single  European.market  in  1992 
homoeopathic  medicines  will  be  fully 
accepted  here,  as  they  are  in  France  and 
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Now  people  sleep 
more  peacefully -more  naturally 

Launched  in  early  1990,  Naturest  has  already  sleeplessness.  So  today,  Naturest,  a  fully  licensed 

established  itself  as  a  winner.  Lanes  have  successfully  OTC  remedy,  joins  Olbas  and  Kalms  as  yet  another 

identified  a  previously  untapped  sector  of  the  market  brand  leader  in  the  world  of  natural  remedies. 

—  people  seeking  an  effective  natural  remedy  for  Stock  up  —  sleep  well! 

IZSB  _  leaders  in  natural  health  care 


A  traditional 
herbal  remedy  for 
the  treatment  of 
temporary  or 
occasional 
sleeplessness. 


Distributed  to  the  pharmacy  trade  by  Ernest  Jock  son  &  Co  Ltd  Telephone  03632  2251 


a 

Germany.  "Pharmacies  have  an 
opportunity  now  to  develop  into  a  sector 
which  will  explode  in  their  favour  come  1992 
and  an  investment  in  training  is  essential' ' . 

Weleda's  promotional  plans  for  the  rest 
of  the  year  concentrate  on  treating  winter 
ailments  and  there  are  special  bonuses  on 
offer. 

For  1991 ,  starter  kits  including  the  top 


ALTERNATIVE  MEDICINES 


ten  best  selling  homoeopathic  medicines 
such  as  aconite,  arnica  and  Nux  vom.,  are 
available.  An  extra  10  per  cent  discount  is 
given  with  purchases  <  if  ten  outers  and  an 
extra  20  per  cent  off  15  outers.  There  is  also 
an  introductory  display  stand  that  holds  11  of 
the  topselling  natural  medicines  for 
everyday  ailments,  all  of  which  are  licensed 
products. 


Frankincense,  myrrh...and  more 


With  Christmas  barely  a  month  away  you 
would  be  forgiven  for  assuming  that  a 
customer  requesting  oils  of  frankincense 
and  myrrh  is  playing  a  wise  man  in  the 
Christmas  pageant.  However  you  could  be 
wrong,  as  these  two  ancient  plant  oils  are 
used  today  in  aromatherapy,  the  therapeutic 
application  of  essential  plant  oils. 

For  thousands  of  years  frankincense, 
from  Boswellia  carteri,  has  been  burnt  at 
altars  and  temples.  It  has  been  shown  to 
slow  and  deepen  breathing,  promoting  calm 
in  prayer  and  meditation.  In  aromatherapy  it 
is  used  for  respiratory  troubles  such  as 
bronchial  catarrh. 

Like  frankincense,  myrrh  is  a  resin,  an 
exudate  of  Commiphora  myrrha,  and  the 
essential  oil  is  extracted  by  steam 
distillation.  Myrrh  is  also  burnt  for  incense 
and  has  antiseptic  properties,  for  instance  it 
is  used  as  a  healing  ointment  for  wounds. 

Lavender  is  probably  the  most  popular 
essential  oil.  This  versatile  oil  is  classed  as  a 
soothing  and  balancing  agent  with 
bactericidal,  decongestant,  antiseptic  and 
analgesic  actions.  It  has  been  used  for 
thousands  of  years,  and  the  word 
"aromatherapie"  was  coined  by  Rene 
Maurice  Gattlefosse  some  62  years  ago 
after  he  discovered  the  properties  of 
lavender  by  accident.  A  chemist  in  a  French 
perfume  company,  Monsieur  Gattlefosse 
burnt  his  hand  badly  in  a  laboratory 
explosion  and  plunged  it  into  some  neat  oil  of 
lavender.  It  healed  quickly  without  a  scar 
and  led  him  to  investigate  the  use  of 
essential  oils  in  dermatology. 

Today,  aromatherapy  fits  well  into  a 


"green"  lifestyle  and  the  movement 
towards  natural  products. 

Aromatherapist  Frances  Clifford  says, 
"It  is  a  holistic  treatment  involving  the 
body,  mind  and  spirit,  and  if  used  regularly 
will  improve  one's  wellbeing".  Mrs  Clifford 
is  a  director  of  Bodytreats  who  supply  pure 
essential  oils  to  health  food  stores  and  an 
increasing  number  of  pharmacies.  Two 
years  ago  Mrs,  Clifford  set  up  a  clinic  in 
John,  Bell  &  Croyden,  Wigmore  Street. 
Used  daily,  aromatherapy  will  help  combat 
stress  of  all  kinds,  which  if  not  treated  can 
lead  to  more  serious  conditions,  she  says. 

Theoilscanbeusedina  number  of  ways , 
in  the  bath  or  shower,  burnt  on  a  light  bulb 
ring  or  sprinkled  onto  a  pot  pourri.  They  are 
blended  in  vegetable  oil  vehicles  for 
massage,  and  can  also  be  made  up  into 
creams  and  lotions  for  skincare. 

Bodytreats  supply  pure  essential  oils 
including  some  30  from  organically  cultivated 
plants  and  pre-blended  massage  oils. 
Merchandising  material  includes  display 
packs,  and  gift  packs  of  bath  and  massage  oil 
are  available. 

Tisserand  Aromatherapy  Products 

Aromatherapy  Products  produce  and 
distribute  the  Tisserand  aromatherapy 
range.  Robert  Tisserand,  hailed  by  many  as 
the  leading  specialist  in  the  field,  runs  a 
training  institute  in  Hove  and  has  written  a 
number  of  books  on  the  subject . 

Alan  Harris,  managing  director  of 
Aromatherapy  Products,  estimates  the 
market  for  pure  aromatherapy  products  to 
be  £8m  or  £20m  if  widened  to  include  dilute 
essential  oils.  "The  market  is  changing  fast 
and  is  volatile  with  an  exceptional  growth 
rate,"  he  comments. 

The  company  has  seen  the  number  of 
pharmacy  accounts  grow  from  just  twenty  to 
several  hundred  in  the  past  two  years. 
Pharmacies  still  have  some  way  to  go  to 
catch  up  on  sales  achieved  by  health  food 
stores  and  he  advises  pharmacists  to  keep 
up  to  date  with  consumer  demand  and 
awareness. 

In  February,  the  range  of  essential  oils, 
carrier  oils,  blended  massage  oils,  lotions 
and  soaps,  was  repackaged  to  give  a 
sophisticated  new  image.  '  'The  previous 
image  had  worked  well  through  health  food 
stores  but  was  not  suitable  for  chemists," 
says  Mr  Harris.  "As  market  leader  we 
wanted  to  stand  out  with  authority ' ' . 

New  packs  have  been  highly  successful 
with  sales  quadrupling  just  one  month  after 
their  introduction  compared  with  the 
previous  year. 

For  retailers,  Aromatherapy  Products 
offer  a  display  pack  of  the  more  popular  oils , 
along  with  shelf  cards,  leaflets  and  holders. 
And  the  company's  comprehensive 
programme  of  consumer  PR  and  advertising 
will  continue  next  year,  promises  Mr  Harris. 


For  insomnia  from  Nelson 

Nelson 

Nelson  celebrated  their  130th  anniversary 
this  year  with  the  relaunch  of  their 
homoeopathic  sleeping  remedy  —  Noctura 
—  in  blister  packs,  and  claimed  a  "first"  for 
the  British  market.  Blister  packs  have  been 
used  for  homoeopathic  medicines  for  a  long 
time  in  France  and  Germany,  says 
marketing  manager  Robert  Wilson.  They 
provide  a  unit  dose  and  are  tamper  evident. 
The  repackage  helped  to  move  the  product 
away  from  a  "folksey  image"  and  has  been 
well  received  with  a  "dramatic  increase"  in 
sales. 

Nelson  also  believe  that  better  education 
is  vital  and  will  be  committing  a  "lot  of 
money ' '  to  pharmacist  and  consumer 
education.  Mr  Wilson  says  many 
pharmacists  complain  that  they  do  not  know 
enough  about  homoeopathy. 

Some  £500,000  will  be  spent  on 
magazine  advertising  this  year  in  magazines 
including  She  and  Woman 's  Journal, 
alongside  a  full  public  relations  campaign. 
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At  Midland,  we  don't  claim  to  be  the  only  hank  offering  you  a 
range  oi  card  services. 

But  we  do  offer  a  genuinely  comprehensive  service. 

Which  is  hardly  surprising  from  a  hank  that  has  been 
working  w  ith  businesses  for  years,  listening  to  their  needs,  and 
designing  products  and  services  to  match  them. 

Today,  we  continue  to  he  a  leader  in  the  provision  of  card 
services,  especially  EftPos,  and  the  acceptance  of  Switch. 
Access,  MasterCard  and  Visa. 

We  are  also  the  only  L  K  clearing  hank  to  he  able  to  enhance 
your  card  turnover  with  the  imminent  addition  of  the 
international  JCB  card. 

We  provide  all  the  point-of-sale  equipment  and  promotional 
material  you  require,  and  train  yon  and  your  staff  in  the 
acceptance  of  cards  and  the  use  of  electronic  terminals.  We 
even  give  on-going  support  to  ensure  that  our  products  and 
services  continue  to  meet  your  exact  needs. 

So.  beware  of  imitation.  Discuss  your  card  requirements 
with  a  genuine  expert  first  -  Midland  Bank  Merchant  Sen  ices. 

For  more  information,  phone  071-260  0459  today. 


MERCHANT  SERVICES 


Midland  Merchant  Services,  Midland  Bank  pic.  Norfolk  Hou>e,    Laurence  Pountnev  Hill.  London  KC4R  OBP 

©  Midland  Bank  pic.  1090 


Looking  good  at  60... 


Gilbert  Lane  was  a  teacher,  but  with  a  diverse 
range  of  interests  which  eventually  took  him 
outside  his  profession.  He  had  a  diploma  in 
agriculture  from  Cambridge.  He  attended 
courses  on  bakery  and  confectionery,  and 
between  1926-28  ran  a  correspondence 
course  through  the  grand  sounding  British 
School  of  Confectionery  in  his  spare  time.  This 
led  on  to  an  interest  in  diet  and  nutrition,  which 
in  turn  developed  into  the  business  which  was 
to  become  G.R.  Lane  Health  Products  Ltd. 

He  published  a  number  of  books  including 
"Freedom  from  cold",  "Cured"  and 
"Commonsense  eating  for  rheumatism". 
This  last  title  sold  over  1  million  copies  at  6d 
a  time  while  it  was  in  print.  Publication  of  these 
titles  created  a  demand  for  natural  products 
which  Gilbert  Lane  was  happy  to  fill.  The 
books  were  the  prime  promotional  tool  which 
he  used  throughout  the  1930s. 

By  1930  he  had  built  up  a  flourishing  mail 
order  business,  obtaining  his  supplies  from 
Potter  &  Clarke  in  Artillery  Lane.  This  private 
enterprise  was  conducted  alongside  his  duties 
as  a  schoolmaster.  At  the  time  he  was 
teaching  at  Newent  Grammar  School,  eight 
miles  from  Gloucester.  In  1930  the 
headmaster  died,  and  since  he  was  senior 
master,  Gilbert  Lane  was  offered  the  post. 
But  it  was  made  clear  that  his  out  of  school 
activities,  which  until  then  had  been  ignored, 
would  have  to  stop  if  he  took  up  the  job.  He  did 
not,  and  academia  gave  way  to  commerce. 

New  premises 

By  1939  the  business  had  prospered 
sufficiently  to  need  new  premises  and  G.R. 
Lane  moved  to  a  three  storey  building  about 
a  mile  from  the  present  location  on  the 
outskirts  of  Gloucester.  The  building  was  an 
old  pin  factory  acquired  from  the  receivers. 
Anticipating  the  outbreak  of  war  with 
Germany,  Gilbert  Lane  had  a  clause  written 
into  the  contract  whereby  he  retained  an 
option  to  rent  the  premises  in  event  of 
hostilities  and  purchase  within  six  months  of 
their  cessation.  The  freehold  was  eventually 
acquired  in  1945. 

The  business  was,  and  remains,  a  family 
concern.  Roger  Lane,  the  current  chairman, 
admits  he  was  influenced  in  his  career  choice 
by  his  father's  interests:  he  might  have  been 
a  lawyer.  Instead  he  decided  to  become  a 
pharmacist,  studying  at  Bloomsbury  and 
completing  his  apprenticeship  in  Gloucester 
just  before  the  Second  World  War.  His  mother 
and  sister  Helen  were  also  roped  into  the  firm. 

The  company  went  through  lean  times 
during  the  war  years,  as  did  most,  but  by  the 
1950s  the  mail  order  business  was  turning 
over  £100,000  a  year.  A  staff  of  nearly  100 
handled  packing  and  despatch.  But  Roger 
Lane,  who  was  taking  a  more  active 
management  role  by  this  time,  did  not  feel  it 
was  the  way  to  develop  and  decided  to  move 
into  the  retail  trade.  He  can  recall  telling  his 
sister  he  was  looking  forward  to  the  day  the 
mail  order  side  disappeared.  He  is  still  waiting! 
However,  it  exists  only  at  a  minimal  level  as  a 
service  to  those  who  still  use  it,  and  Roger 
Lane  admits  it  is  now  an  inconvenience. 

The  move  into  the  retail  trade  coincided 
with  the  decision  to  start  manufacturing.  Bert 
Upton  joined  the  company  in  the  late  '50s  and 
became  the  first  factory  manager,  staying  with 


G.R.  Lane  Health  Products  celebrate 

their  60th  anniversary  —  or 
thereabouts  —  this  year.  Putting  a 

firm  date  on  the  company's 
beginning  is  not  that  easy  since  it 
grew  from  one  man's  out  of  hours 
interests.  However,  what  is  in  no 
doubt  today  is  that  the  company  is 
taking  an  increasing  interest  in  the 
pharmacy  market.  C&D  charts  Lanes 
progress  since  the  1930s 


Chairman  Roger  Lane,  and  his  sister  Helen, 
one  of  the  directors 


the  company  for  27  years.  Lanes  have  never 
manufactured  tablets  and  capsules  —  these 
lines  are  manufactured  under  contract,  but 
over  250  lines  are  currently  packed  on  the 
premises.  The  company  does  manufacture 
creams  and  lotions,  and  ever  increasing 
quantities  of  its  best  seller,  Olbas  Oil. 

Persuasive  technique 

The  health  food  trade  in  the  UK  began  to  take 
shape  during  the  1950s  and  it  was  in  this  area 
that  much  of  the  company's  initial  effort  was 
made.  Roger  Lane  himself  handled  sales  in 
those  days  and  developed  a  persuasive 
technique  to  encourage  retailers  to  stock  the 
company's  products.  "The  deal  was 
something  like  a  gross  of  product  on  a  sale  or 
return  basis,  and  we  would  place  an  advert  in 
the  local  paper.  We  did  a  lot  of  local  advertising 
for  business  on  the  back  of  our  products, ' '  he 
recalls. 

Lanes'  first  sales  representative  was 
Herbert  Lenthall.  He  is  now  sales  director  and 
heads  a  team  of  eight  selling  to  health  stores. 
Ernest  Jackson  distribute  for  the  company  to 
the  pharmacy  trade,  since  Roger  Lane  says  it 
does  not  have  a  large  enough  product  range  to 
justify  a  separate  sales  force.  However,  he 
acknowledges  that  times  have  changed  and 
the  company's  marketing  focus  is  swinging 
back  to  pharmacy. 

Gilbert  Lane  died  in  1964,  and  shortly 
afterwards  the  company  took  to  the 
acquisition  trail.  In  1968,  Lanes  bought  the 
Grimsby-based  Rational  Diet  Product  Co,  and 
with  it  the  trade  marks  for  Quiet  Life  and  Fort- 
e-vite.  It  was  in  1969  that  Lanes  acquired  the 
rights  to  Olbas  Oil  in  the  UK.  Until  then  the 
distributor,  in  a  small  way,  was  G.  Ashley. 


Lanes  pack  over  250  lines  at  their  Gloucester 
factory 

When  he  died  his  niece,  Mrs  Adams,  took 
over.  Roger  Lane  was  advised  the  product 
was  available. 

He  rang  the  Swiss  manufacturers  right 
away  and  shortly  afterwards  went  to 
Switzerland  to  clinch  the  deal.  Only  a  couple  of 
years  ago  Lanes  missed  out  on  acquiring  the 
brand,  much  to  Roger  Lane's  annoyance.  In 
1988  the  partners  of  the  Swiss  company  fell 
out  and  the  business  ended  up  being  sold  to 
Gaba  International,  who  operate  primarily  in 
the  dental  care  field. 

Demand  for  Olbas  Oil 

"It  was  most  annoying  for  us  as  we  sell  more 
Olbas  Oil  than  anyone  else  in  the  world, ' '  says 
Roger  Lane.  The  company  has  a  long  term 
agreement  to  market  and  manufacture  the 
product  in  the  UK  and  other  parts  of  the 
world.  Lanes  sell  some  750,000  28ml  bottles 
a  year,  and  1.5  million  of  the  smaller  size.  A 
new  filling  line  was  installed  18  months  ago  to 
cope  with  demand. 

In  1972,  with  the  Medicines  Act  coming 
through  the  legislature,  the  need  for  a  new 
factory  became  pressing,  and  the  company 
moved  to  its  current  three  acre  site  at  Sisson 
Road.  The  original  building  has  since  been 
extended  three  times,  most  recently  with  a  £1 
million  factory  extension  in  1988. 

These  days  Roger  Lane  is  heavily  involved 
in  guiding  his  company  through  the  minefield 
of  legislation  pending  from  the  European 
Commission  prior  to  1992.  His  influence  in  the 
British  Health  Food  Manufacturers 
Association  and  the  industry  lobby  group, 
Vitamin  Forum,  is  considerable.  Meanwhile, 
with  his  daughter  working  for  the  company, 
the  family  interest  looks  set  to  continue. 
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PHARMACY  TRAINING  SEMINAR 


CO-SPONSORED  BY 


AMES  (BAYER  DIAGNOSTICS  UK  LTD) 

DIAGNOST 

This  is  the  seventeenth  of  a  Chemist  &  Druggist  initiated  series  of  training  seminars  for 
pharmacists  and  their  assistants  —  sponsored  jointly  with  companies  which  have  a 
particular  expertise  in  the  chosen  subjects 

Clinical  testing  in  community  pharmacy 

Terry  Maguire,  community  pharmacist  and  Nuffield  Research  Fellow  at  the  Queen's  University  of  Belfast, 
concentrates  on  the  pharmacist's  role  in  cholesterol  and  diabetes  testing 


Three  factors  have  converged  to 
make  clinical  testing  services  from 
community  pharmacists  a  feasible 
option.  Firstly,  there  is  support 
from  the  public,  the  Government 
and  from  within  the  profession  for 
"extending' '  our  professional  role 
and  becoming  more  involved  with 
all  aspects  of  our  clients'  health. 
Secondly,  recent  advances  in  bio- 
technology have  made  the 
performance  of  many  clinical  tests 
practical  outside  clinical 
biochemistry  laboratories  —  so 
called  "near  patient  testing". 
Thirdly,  the  public  are  becoming 
increasingly  concerned  with  their 
health  and  are  willing  to  pay  for 
tests  to  be  performed. 

The  community  pharmacists 
role  could  be  arbitrarily  split  into 


three  levels.  At  the  primary  level 
we  are  in  daily  contact  with  people 
who  have  visited  the  pharmacy  for 
a  non-medical  reason  and  who  are 
ostensibly  healthy.  At  the 
secondary  level  we  are  in  contact 
with  people  who  are  requesting 
advice  on  symptoms  or  who  are 
purchasing  an  OTC  medicine ,  and 
at  the  tertiary  level  we  are  in 
contact  with  patients  who  are 
having  a  prescription  dispensed 
for  an  acute  or  chronic  condition. 
At  all  these  levels  diagnostic  tests 
could  be  used  to  aid  the 
pharmacist  "extend"  his/her  role 
and  to  consider  the  wider  issues  of 
the  patients  disease  and  therapy. 

At  the  primary  level  we  could 
use  cholesterol  testing  and  blood 
pressure  measuring  to  focus 


client's  attention  on  health  issues. 
The  result  of  a  test,  even  if  it  does 
not  indicate  an  increased  risk  of 
developing  disease,  is  an  ideal 
focus  to  promote  the  adoption  of  a 
healtfuer  lifestyle  such  as  stopping 
smoking,  taking  more  exercise 
and  eating  a  healthier  diet.  When 
clients  are  found  to  have  an 
abnormal  test  result  they  must  be 
referred  to  their  GP  for 
assessment. 

At  the  secondary  level,  for 
example  when  a  client  is 
requesting  a  cough  bottle  for  a 
smokers  cough,  we  could  use  a 
carbon  monoxide  measurement  to 
alert  patients  of  one  tangible  ill- 
effect  of  smoking  cigarettes  —  an 
increased  blood  level  of 
carboxyhaemoglobin   ■  ■  and 


additionally  this  test  could  be  used 
to  demonstrate  the  benefits  once 
smoking  has  been  stopped. 

At  the  tertiary  level,  when  a 
patient  is  collecting  a  prescription, 
we  could  use  clinical  tests  to 
establish  blood  drug  levels.  This 
could  be  particularly  useful  for 
drugs  which  need  precise  blood 
levels  to  produce  the  required 
response  and  to  avoid  the 
occurrence  of  adverse  reactions, 
eg  theophylline  in  asthmatic 
patients  and  carbamazepine, 
phenytoin  and  phenobarbitone  in 
epileptic  patients.  Ideally,  the 
pharmacist,  when  dispensing  a 
prescription  for  one  of  these 
drugs,  could  be  requested  to 


IN -PHARMACY 
CLINICAL  TESTS 

1.  For  coronary  heart  disease 

a)  cholesterol 

b)  blood  pressure  measurement 

c)  carbon  monoxide 
measurement  (for  smokers) 

d)  body  mass  index 

e)  body  fat  assessment 

f)  blood  or  urine  glucose 

2.  To  screen  for  or  monitor 
diabetes 

a)  blood  glucose  tests 

b)  tests  for  blood  or  urinary 
ketones 

3.  To  monitor  asthmatics 

a)  Peak  flow  monitoring 

b)  Monitoring  theophylline 
blood  levels 

4.  Ovulation  and  pregnancy 

5.  Abnormalities  in  urine 

a)  glucose  (diabetes) 

b)  ketones  (diabetes) 

c)  nitrites  (urinary  tract 
infection) 

d)  leucocytes  (urinary  tract 
infection) 

6.  Occult  blood  in  faeces 


Table  1 

Coronary  Heart  Disease  Mortality  13 

(aged  40-69.  mortality  rate  per  lOO'.OOO  population) 
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Notes:  1.  Countries  selected  on  basis  ol  GNP  per  capita  (World  Bank) 
2.  Mortality  data  from  1986  WHO  Statistics  (except  *  1985) 


provide  a  drug  blood  level,  and  in 
addition  advise  the  doctor  of  any 
necessary  dosage  adjustment. 

Testing  market  in 
focus 

Remuneration  is  a  vital  factor  in 
ensuring  the  viability  of  any 
professional  clinical  service,  and 
the  widespread  adoption  of  the 
service  by  community 
pharmacists,  rather  than  their 
restriction  to  the  more 
enthusiastic  pharmacist.  Since 
clients  are  willing  to  pay  for 
pregnancy  tests,  cholesterol  tests 
and  blood  pressure  measurement 
these  tests  are  more  frequently 
provided.  Blood  and  urine  glucose 
and  ketone  tests  for  the 
management  of  diabetes  mellitus 
are  available  on  prescription,  and 
since  patients  are  trained  to 
perform  these  tests  and  interpret 
the  results,  pharmacists  are  less 
likely  to  be  professionally  involved 
in  performing  the  test  but  are  an 
ideal  source  of  advice.  This 
situation  might  also  apply  to  the 
use  of  peak  flow  meters  which 
have  recently  become  available  on 
prescription  to  monitor  asthmatic 
patients.  Pharmacists  might  be 
involved  initially  in  teaching 
patients  how  to  use  the  meters 
but  thereafter  the  testing  would 
be  done  by  the  patient. 

For  theophylline  and 
anticonvulsant  therapeutic  drug 
monitoring  to  be  viable  it  will  need 
to  be  paid  for  by  the  NHS  as  part 
of  the  overall  management  of  the 
asthmatic  and  epileptic  patient. 
Such  payment  will  need  to  be 
negotiated  with  the  NHS  before 
such  a  service  becomes  widely 
available.  Determination  of  the 
financial  benefits  of  implementing 
a  pharmacy  based  TDM  service 
and  showing  that  it  saves  money 
by  keeping  patients  out  of  hospital 
and  reducing  their  drug  usage, 
might  attract  NHS  funding. 


A  recent  survey  has  indicated 
a  high  degree  of  interest  by 
community  pharmacists  in 
providing  certain  clinical  testing 
services.  The  survey  undertaken 
in  N.  Ireland  showed  that  96  per 
cent  of  community  pharmacist 
sold  pregnancy  tests,  while  some 
50  per  cent  performed  pregnancy 
tests  for  clients. 

A  high  degree  of  interest  was 
shown  in  initiating  cholesterol 
testing  and  blood  pressure 
measurement  but  little  interest 
was  shown  in  providing  a  diabetic 
screening  service. 

Testing  for  coronary 
heart  disease 

The  morbidity  and  mortality 
statistics  from  coronary  heart 
disease  (CHD)  in  the  UK  are 
appalling.  CHD  is  the  greatest 
single  cause  of  death  in  the  UK., 
leading  to  one  third  of  all  deaths  in 
men  and  a  quarter  of  all  deaths  in 
women. 

While  Britain  is  not  alone  in 
having  experienced  a  rising  trend 
in  the  death  rate  from  CHD,  with 
the  exception  of  Finland,  we 
continue  to  lead  the  world  in 
having  the  highest  number  of 
recorded  deaths  due  to  this 
disease. 

Many  of  the  factors  which 
cause  the  disease  are  preventable 
or  avoidable  and  include 
hypertension,  a  raised  serum 
cholesterol  level  and  cigarette 
smoking.  There  is  evidence 
suggesting  thai  the  provision  ol 
tangible  personal  results  is  an 
incentive  for  a  client  to  avoid 
unhealthy  lifestyles. 

Clinical  tests  to  identify  people 
at  increased  risk  of  CHD  are  now 
being  provided  by  many 
pharmacies.  Tests  such  as  blood 
pressure  measuring,  cholesterol 
testing  and  body  mass  index 
calculation  coupled  with  pertinent 
personal  information  such  as 
family  history  of  heart  disease  and 


Monitoring  and  managing 
diabetes 

Ms  E.  Oxenham,  diabetes  nurse  specialist  at  Guy's 
Hospital  looks  at  how  the  patient  and  pharmacist  can 
together  help  to  control  the  disease 


Diabetes  mellitus  is  a  common 
disorder  of  metabolism  which 
occurs  in  approximately  one 
person  in  every  50,  affecting  about 
1.5  per  cent  of  the  UK  population. 
It  is  characterised  by  high  glucose 
levels  in  the  blood  which  leads  to 
the  typical  symptoms  of  increased 
output  of  urine,  increased  thirst, 
loss  of  weight,  tiredness,  poor 
wound  healing  and  general  itching. 
Any  of  these  symptoms  could 
result  in  the  individual  visiting  the 
local  pharmacist  for  medicines. 

There     are     two  main 
classifications  of  diabetes: 
Insulin  dependent  diabetes 
(IDD) 

Type  I:  juvenile  onset 
(20  per  cent  of  all  cases) 
Childhood  or  early  adulthood 
Rapid  progress  of  symptoms 
Non    insulin  dependent 
diabetes  (NIDD) 
Type  II:  maturity  onset 
(80  per  cent  of  all  cases) 
Over  40  years  of  age 
Slow  progression  of  symptoms 
It  has  been  estimated  that 
there    are    some  500,000 
undiagnosed  diabetics  in  the  UK 
and  approximately  60,000  new 
cases  of  diabetes  are  diagnosed 
each  year. 

What  is  diabetes? 

Diabetes  occurs  when  the 
pancreas  fails  to  produce  the 
normal  quantity  of  the  hormone 


insulin  or  the  available  insulin 
cannot  function  correctly. 

1.  As  the  tissues  are  unable  to 
utilise  the  glucose  in  the  blood 
as  energy,  the  glucose  levels 
build  up  and  spill  into  the  urine . 

2.  In  an  attempt  to  compensate 
for  the  lack  of  an  energy 
source  the  liver  itself  makes 
more  glucose  than  usual. 

3.  Another  energy  source  has  to 
be  found  and  the  body  breaks 
down  its  stores  of  fat  and 
protein  to  release  sugar  into 
the  bloodstream,  and  weight 
loss  occurs. 

4.  In  the  complete  absence  of 
insulin  (as  in  IDD)  the 
breakdown  of  fats  may  be 
excessive  and  substances 
called  ketones  will  be  found  in 
the  blood  and  spill  into  the 
urine.  If  the  ketone  levels  rise 
in  the  body  they  can  cause 
diabetic  ketoacidosis  which  can 
be  fatal. 


Complications. 


If  their  diabetes  is  not  adequately 
controlled  patients  can  be  prone  to 
certain  complications  which  can  be 
severe.  In  1980  diabetes  was  the 
commonest  cause  of  blindness  in 
people  aged  45  to  64  years. 
Overall  diabetic  patients  have 
greatly  increased  risks  of  small 
vessel  and  large  vessel  diseases 
than  the  normal  population. 


Guidelines  for  Cholesterol  Testing 

(Based  on  RPSGB  model) 


Environment  for  testing  and 
counselling 


Pharmacist  training 

Quality  assurance  system 
Testing 

Test  results 

Publicity 


Separate  from  the  dispensary  and  shopping  area. 
Facility  for  disposal  of  waste. 
Well  lit  area. 

Non-porous  worktop,  regularly  disinfected. 

Suitable  training  required  for  testing  procedures 
and  counselling. 

To  ensure  good  quality  results. 

Explanation  of  procedure. 
Patient  consent. 
Patient  confidentiality. 

Provided  in  written  form. 

Details  of  results  to  be  held  in  the  pharmacy  for 

two  years. 

Should  comply  with  paragraph  7  (vi)  of  the  Code  of 
Ethics  in  the  Medicine  and  Ethics  Guide. 


NOTE :—  A  training  package  has  been  developed  for  diagnostic  testing  in  the  pharmacy  and 
details  can  be  obtained  from  the  Department  of  Health. 


smoking  status,  gives  a  better 
evaluation  of  risk  than  a  single  test 
result  in  isolation.  Pharmacists 
therefore  should  provide  a 
package  of  tests.  Five  cholesterol 


test  systems  are  being  promoted 
to  pharmacists  and  include: 

1.  TheMinilab  Plus  (Bayer 
Diagnostics  UK  Ltd) 

2.  The  Reflotron  (Boehringer 


Blood  Glucose  Meter  Comparisons 


Glucometer  UX 

Exactech 

Ketioiux  a 

Retail  price 

(excl  VA1 ) 

xoZ 

Battery  life 

1  C  AAA 

lb,U(JU  tests 

A  AAA 

i  aaa 
i ,  UUU 

Memory  recall 

10  results 

last  test  only 

OA 

A  11 

Average  recall 

Yes 

XT  ~ 

No 

"NT  ^ 

JNO 

Warranty 

5  years 

1  year 

1  year 

Carry  case 

supplied 

Yes 

Yes 

Yes 

Full  user  kit 

Yes  (incl. 

Yes 

No 

supplied 

control  soln) 

Meter/Visual 

Both 

Meter  only 

Both 

Note:—  Diabetics  are  able  to  purchase  testing  equipment  with 
VAT  exemption  —  1972  Finance  Act,  Group  14  of  Schedule  4. 


Diabetics 

Complications  Risk  Factor  Increase 

Heart  attacks  or  strokes  2x 
Kidney  failure  40x 
Peripheral  vascular  disease  2 .  5x 
Blindness  23x 
Neuropathy  50x 

Personal  management 

Many  of  these  complications  are 
increased  in  diabetic  patients  who 
have  other  risk  factors  such  as 
smoking,  obesity  and 
hypertension.  Therefore  it  is  very 
important  that  the  person  with 
diabetes  learns  to  look  after  their 
own  disease.  R.D.  Lawrence,  co- 
founder  of  the  British  Diabetic 
Association,  stated  that:  "The 
diabetic  patient  must  be  his  own 
doctor,  dietician  and  laboratory 
technician,  hence  education  is  the 
single  most  important  aspect  of 
cr  e. "  To  this  end  there  are  many 
people  involved  in  assisting  the 
person  with  diabetes. 


All  these  people  must  give 
unconflicting  advice  otherwise  it 
could  be  hopelessly  confusing  and 
the  diabetic  patient  would  forget 
everything. 

To  achieve  this  it  is  important 
to  look  at  your  own  local  areas  and 
the  sources  of  information  for 
patients.  Inevitably,  there  will  be 
some  variations  but  hopefully  not 
too  diverse.  The  BDA  can  help  at 
both  a  national  and  local  level  and 
provide  recommendations  and 
guidance  on  the  standards  of 
medical  care  for  diabetic  patients . 

Improvements  in  the  control 
of  diabetes  has  shown  that  rigid 
self  discipline  in  terms  of 
diet/exercise/treatment  can 
diminish  or  delay  the  onset  of 
complications .  The  overall  aims  of 
those  professionals  involved  with 
the  care  of  people  with  diabetes 
are  to  ensure  they  have  an 
adequate  knowledge  to  enable 
them  to  maintain  their 
independence  and  to  live  a  full 
"normal  life"  with  the  best 
chances  of  no  complications.  This 


can  only  be  achieved  by  proper 
education,  support,  guidance  and 
regular  physical  and  medical 
assessment. 

Monitoring 

Self  monitoring  plays  an  important 
role  in  allowing  patients  to  balance 
their  diabetes  in  terms  of 
diet/exercise/treatment  and  to 
achieve  blood  glucose  levels  as 
near  normal  as  possible. 

The  choice  of  either  blood  or 
urine  tests  for  glucose  means  the 
patient  has  to  be  assessed  for 
suitability  to  the  method  chosen. 

Blood  glucose  tests  are 
advisable  for: 

□  Pregnant  patients 

□  Those  on  intensive  insulin 
regimens 

□  Those  prone  to 
hypo/hyperglycaemia 

□  Newly  diagnosed  IDDs 

□  NIDDs  witb  an  increased  renal 
threshhold. 

Urine  glucose  tests  are  usually 
adequate  for: 

□  Many  NIDDs  (not  gestational 
or  with  an  increased  renal 
threshhold) 

□  The  very  elderly,  or  patients 
with  reduced  life  expectancy 
where  strict  day  to  day  control  is 
unjustified. 

Various  manufacturer  reagent 
strips/methods  are  available  for 
urine/blood  glucose  tests  and 
although  the  individual  test 
directions  are  quite  different,  the 
overall  principles  are  similar. 

There  has  been  an  increase  in 
home  blood  glucose  monitoring 
since  the  beginning  of  the  '80s  and 
more  so  since  blood  glucose  strips 
became  available  on  FP10  in  1988. 

There  are  advantages  and 
disadvantages  to  each  type  of 
testing  system  and  the  hazard 
warning  notice  issued  by  the  DoH 
in    1987,    highlighted  the 


importance  of  training  and  the 
need  for  proper  quality  assurance 
procedures  in  ward  based  blood 
glucose  testing  in  hospitals.  A 
similar  need  for  such  procedures 
and  training  also  exists  with 
patient  self-testing. 

Overall  the  blood  glucose  test 
market  divides  into  a  visual 
segment  in  which  users  compare 
the  reacted  colour  on  the  test  strip 
with  a  colour  chart  on  the 
container  or  a  meter  segment  in 
which  a  blood  glucose  meter  is 
used  for  colour  comparison  and 
provide  a  digital  result. 

As  well  as  the  test  strips,  the 
blood  glucose  meters,  finger 
pricking  devices,  lancets,  etc  are 
now  available  in  pharmacies. 


Pharmacists'  role 

Following  diagnosis,  the 
pharmacist  is  often  the  last 
healthcare  professional  to  see  the 
patient  before  he  is  fully 
responsible  for  his  own  care. 
Therefore  it  is  an  ideal  time  to 
recap/reinforce  previous 
information.  By  the  time  the 
patient  reaches  the  pharmacist  he 
is  often  less  anxious  (more 
relaxed),  maybe  more  receptive 
to  advice,  more  prepared  to  ask 
questions  and  unidentified 
problems  may  come  to  light.  As 
education  needs  to  be  continuous 
the  frequent  contact  that  the 
pharmacist  can  have  with  the 
diabetic  patient  when  he  returns 
with  repeat  prescriptions  can  also 
provide  an  opportunity  to  provide 
helpful  advice  such  as  how  to  use 
specific  items,  how  to  store  insulin 
or  test  strips  and  possible  side 
effects  of  drugs  ie  hypos. 

It  has  to  be  remembered  that 
people  with  diabetes  have  a 
lifelong  condition  which  requires 
constant  attention. 


Mannheim  UK) 

3.  The  Quikread 
(AngloEuropean  Health) 

4.  The  Lipotrend  C 
(Boehringer  Mannheim  UK) 

5.  Chemcard  Oohn  Bell  and 
Croyden) 

The  first  four  are  quantitive 
tests  and  a  suitable  quality  control 
system  must  be  implemented 
when  using  them  to  ensure  that 
the  results  produced  are  accurate 
and  precise.  The  latter  test  is  a 
semi-quantitive  test  and  will  give 
a  crude  estimation  of  the  patient's 
cholesterol  level. 

Education 

Having  produced  the  test  result, 
and  irrespective  of  whether  it 
indicates  an  increased  risk  of 
CHD,  the  pharmacist  must  advise 
the  patient  on  adopting  a  healthier 
lifestyle,  ie  stop  smoking  if 
appropriate,  eat  less  fat,  eat  more 
fibre  and  take  more  exercise.  A 
selection  of  suitable  health  leaflets 


is  helpful  as  an  aide  memoir  after 
the  client  leaves  the  pharmacy. 

Countries  that  have  adopted 
positive  measures  aimed  at  early 
screening  and  prevention  of  heart 
disease,  have  seen  a 
corresponding  fall  in  the  annual 
mortality  rates  associated  with 
this  condition. 

The  US,  in  particular,  has 
achieved  sustained  improvement 
indicating  the  successful  effect  of 
screening  for  the  general 
population. 

Diabetes  testing 

It  has  been  estimated  that  for 
every  diagnosed  non-insulin 
dependent  diabetes  mellitus 
(NIDD)  patient  there  is  one  un- 
diagnosed NIDD  patient 
accounting  for  some  500,000 
undiagnosed  diabetics  in  the  UK. 
The  lack  of  control  of  blood 


glucose  in  such  patients  leads  to 
longterm  complications  such  as 
eye  disease,  renal  disease  and 
CHD.  Screening  to  identify  such 
patients  and  ensure  control  by 
diet,  drugs  or  insulin  would 
potentially  reduce  diabetic 
complications. 

Blood  or  urine  glucose  tests 
could  be  performed  and  could  be 
included  in  a  package  of  tests. 

Monitoring  diabetes  is 
traditionally  done  by  the  patients 
at  home  and  they  are  trained  to 
adjust  therapy  when  necessary. 
Blood  glucose  monitoring  is  a 
much  more  satisfactory  method  of 
monitoring  than  urine  glucose, 


Prescribable  on  FP10 

Urine  test  strips 
Blood  test  strips 
Lancets 


since  it  more  closely  reflects  the 
degree  of  hyperglycaemia  or 
hypoglycaemia  and  is  not 
influenced  by  individual  variation  in 
the  glucose  glomerular  filtration 
threshhold. 

There  would  appeal'  at  present 
to  be  little  financial  incentive  for 
pharmacists  to  become  involved  in 
diabetic  monitoring  since  only  a 
fee  for  dispensing  the  sticks  would 
be  obtained. 

Diabetes  is,  however,  a 
lifelong  condition  and  the  diabetes 
customer  requires  the  full 
services  of  the  pharmacist  as  a 
supportive  healthcare 
professional. 


Pharmacy  only 

Control  solution 
Lancet  platforms 
Finger  pricking  devices 
Blood  glucose  meter 


DIABETES  TESTING  PRODUCTS 


Glucometer  G^ 


blood  glucose  meter  ~  code  401158 

Trade  Price:  £30.00  (excl  VAT) 
RRP :  £39.00  (excl  VAT) 


(prescribable  on  FP10) 

The  new  Glucometer  GX  is  the  only  meter  available  which  comes  complete  with 
leather  case,  Glucostix*  reagent  test  strips,  a  bottle  of  control  solution,  tissues  and 
Glucolog*  record  diary. 


the  name  to  trust  in  diabetes  care. 


'  Trademarks  of  Miles  Inc.  USA 


Nl  hospitals' 
policies 

I  am  writing  with  a  few 
observations  on  the  "Northern 
Ireland  Notebook"  article 
published  on  November  3  1990. 1 
am  surprised  and  shocked  to  learn 
that  a  hospital  in  this  Province 
discharged  a  "particularly  ill" 
child  to  save  money. 

In  my  experience  hospitals 
discharge  patients  at  the  earliest 
opportunity  so  that  they  may 
resume  a  "normal"  life.  I  note 
your  correspondent  referred  to 
the  parents  wish  to  give  their  child 
as  "normal"  a  life  as  possible; 
perhaps  this  was  the  hospital's 
intention.  I  would  also  seriously 
doubt  that  any  hospital  would  have 
instituted  an  invoicing  policy  as  a 
"saving  strategy".  Simple 
economics  would  dictate  that  the 
issuing  of  invoices  and  associated 
paperwork  would  be  more 
expensive  than  a  return  scheme. 
It  was  most  probably  an  attempt 
to  comply  with  the  recently 
introduced  consumer  protection 
legislation. 

I  would  commend  your 
correspondent  for  the 
professional  way  that  the  problem 
was  dealt  with  and  would 
sympathise  with  any  financial 
distress  caused.  However,  it 
must  be  stated  that  all  hospitals 
normally  give  patients  a  sufficient 
supply  to  cover  the  period  until 
they  can  obtain  supplies  of  their 
own,  and  I  know  that  in  this 
Province  at  least  one  major 
wholesaler  can  obtain  supplies 
within  24  hours  from  a  depot  in 
Glasgow. 


John  D.G.  O'Hare 

Belfast 


Levelling  the 
rural  pitch? 

One  constantly  wonders  how  to 
keep  sub-editors  in  check!  There 
is  no  public  concern  over  doctor 
dispensing  other  than  that 
engendered  in  such  villages  as 
Sawtry,  Hatfield  Peverel,  Writtle, 
Eastcombe,  etc  when  it  is  under 
threat  by  an  unwanted 
pharmacist. 

Professor  Marsland  gave  good 
value  at  last  week's  Dispensing 
Doctor's  Association  conference 
when  he  was  invited  to  be 
controversial,  but  what  a  pity  your 
report  was  confined  to  his  speech. 
However,  it  is  interesting  to  note 
that  you  correctly  reported  him  as 
saying  that  good  relations 
between  the  professions  required 
a  genuinely  level  playing  field  and 


fruitful  competition.  Both  these 
aims  would  be  achieved  by  the 
removal  of  the  one-mile  rule  which 
by  definition  prohibits  that  fruitful 
competition.  Being  seated  at  the 
Professor's  right  elbow  during  the 
speech  I  gained  the  distinct 
impression  that,  like  the  DDA,  he 
would  prefer  to  allow  open 
competition  and  the  value  for 
money  that  increased  doctor 
dispensing  would  provide! 

Unfortunately  Professor 
Marsland  had  to  leave  before 
lunch  on  the  first  day  and  was 
unable  to  report  on  the  bullish 
attitude  to  the  future  encouraged 
by  the  Sir  George  Young/DDA 
Amendment,  Kenneth  Clarke's 
subsequent  comments  and  the 
NPA  conference  earlier  this  year 
entitled  "Pharmacy  a 
profession  under  threat ' ' . 

We  look  forward  optimistically 
to  the  genuinely  level  playing  field! 


David  Roberts 

Chairman,  DDA. 

Editor.  There  is  no  problem  with 
C&D's  subediting  of  the  text  of 
Professor  Marsland 's  speech,  as 
supplied  by  him  to  us,  but  there 
could  be  one  with  Dr  Robert's 
hearing.  The  text  says:  "First,  in 
relation  to  doctor  dispensing,  it 
seems  to  me  there  are  genuine 
grounds  for  public  concern  about 
the  equity,  efficiency  and 
effectiveness  of  prevailing 
arrangements  for  dispensing  in 
the  countryside." 


IQ  factors 

I  would  like  to  comment  on  the 
report  you  carried  of  the  BBC 
"Food  and  Drink"  programme 
that  discussed  the  research 
findings  that  increased  intelligence 
scores  in  children  resulted  from 
taking  vitamin/mineral  supple- 
ments. 

Your  statement  that  I  was 
unable  to  replicate  my  original 
findings  is  untrue.  In  Belgium  I 
found  that  some,  but  not  all,  boys 
responded.  It  was  those  with  a 
poor  diet  who  benefited  (Lancet, 
1990  335,  1158-1160).  I  have 
recent  data  from  an  ongoing  study 
that  has  been  recently  submitted 
for  publication,  that  finds  a 
beneficial  response  to 
supplementation  in  six-year-olds. 

I  know  of  nine  studies,  two  as 
yet  unpublished,  that  have 
examined  the  impact  of 
vitamin/ mineral  supplementation 
on  the  psychological  functions  of 
children  and  adults.  Of  these  nine 
studies  no  less  than  seven  have 
produced  positive  data,  in  at  least 
a  sub-set  of  their  sample. 

The  inconsistencies  in  this 
area  can  be  explained  by  the 
simple  assumption  that  only  those 
with  a  poor  diet  benefit  from 


supplements.  The  two  studies 
quoted  by  the  BBC  as  producing 
negative  data  asked  simply  if  all 
children  benefit?  The  answer  that 
not  all  children  respond  is,  to  my 
knowledge,  a  point  of  agreement 
—  I  think  even  with  those  trying  to 
sell  supplements  for  children. 

The  picture  that  is  emerging  is 
that  a  diet  deficient  in  vitamins  and 
minerals  is  associated  with  poor 
concentration  and  mood.  I  know  of 
four  studies  where  supple- 
mentation has  improved  scores  on 
intelligence  tests  in  children  - 
this  seems  to  reflect  an  improved 
ability  to  concentrate.  If  you  pay 
attention  you  perform  better  and 
get  higher  marks. 

David  Benton 

Senior  Lecturer  in  Psychology, 
University  of  Wales. 


Pamphlet 
misunderstood 

Your  correspondent,  Andrew 
Hagan  (Letters,  November  3) 
wildly  misconstrues  the  reasons 
for  our  pamphlet  on  formularies. 
We  certainly  do  not  see  rational 
scientific  prescribing,  and  the  use 
of  general  practitioner  prescribing 
advisers,  as  the  major  threat  to 
the  industry.  Indeed,  we  have 
warmly  welcomed  the  initiative 
taken  by  the  Department  of 
Health  to  run  a  series  of 
roadshows  on  Improving 
Prescribing. 

The  appointment  of  medical 
advisers  to  Family  Health 
Services  Authorities  is  also 
welcomed,  as  they  will  be  in  the 
strongest  possible  position  to 
advise  doctors  on  the  rational  and 
responsible  prescribing  of 
medicines.  They  will  be  able  to 
identify  under-prescribing  as  well 
as  over-prescribing. 

May  I  remind  your  readers 
that  pharmaceutical  companies 
are  required,  under  the  Code  of 
Practice,  to  provide  doctors 
promptly  with  accurate  and 
relevant  information  about  the 
medical  products  which  they 
market.  The  message  of  our 
pamphlet  on  formularies  is  that  it 
is  the  educational  value  of  drafting 
a  formulary  which  is  much  the 
most  useful  exercise,  and  it 
follows  that  this  should  be  at 
practice  level.  I  fully  agree  that 
doctors  should  be  familiar  with  the 
medicines  they  prescribe,  but 
their  choice  must  be  flexible;  and 
those  used  regularly  may  change 
in  the  light  of  knowledge  provided 
from  many  sources,  including 
research  based  pharmaceutical 
companies. 

Dr  Frank  Wells 

Director,  Medical  Affairs,  ABPI. 
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USINESSNEWS 


Wellcome  profits  up 
llpc  but  disappoint 


Lloyds  chemist 
sales  up  32pc 

Lloyds  Chemist  pic's  current 
trading  period  has  started  well, 
chairman  Allen  Lloyd  told  last 
week's  annual  meeting. 

Giving  an  update  on  progress 
since  the  end  of  the  last  financial 
year,  he  said  that  total  group  sales 
for  the  period  July  1  to  November 
10  were  29  per  cent  up  on  last 
year.  Sales  in  the  chemist  division 
were  32  per  cent  ahead  and  those 
in  the  drugstore  division  were  22 
per  cent  above  the  same  period 
last  year. 

Lloyds  Chemists  now  operate 
4.32  pharmacies  and  153 
drugstores.  Three  more 
drugstores  are  due  to  open  on 
Monday  and  a  further  14  before 
Christmas. 

The  proportion  of  sales 
contributed  by  own  label  lines 
continues  to  grow,  with  1,180 
lines  representing  23  per  cent  of 
pharmacy  retail  sales  and  29  per 
cent  of  drugstore  sales.  These 
figures  are  expected  to  reach  25 
and  30  per  cent  respectively  by 
the  end  of  the  financial  year. 

Mr  Lloyd  is  confident  that 
business  will  continue  to  grow. 
"Our  proven  strategy  of  planned 
expansion,  improvement  of 
existing  operations  and  strict 
control  of  overheads  remains 
unaltered,"  he  said.  "This 
strategy  has  provided  significant 
growth  in  the  past  and  underpins 
our  approach  to  the  future . ' ' 

' '  I  >espite  having  increased  our 
dividend  by  26  per  cent  last  year, 
we  recognise  that  the  yield  on  our 
ordinary  shares  is  still  significantly 
below  that  of  many  other 
companies  in  similar  businesses, 
and  within  the  retail  sector  as  a 
whole,"  he  added.  "As  our  cash 
flow  remains  strong,  it  is  our 
intention  to  reduce  this  disparity 
progressively  by  significantly 
increasing  the  dividend  paid  to 
shareholders  while  still 
maintaining  a  healthy  dividend 
cover." 

A  special  resolution 
empowering  the  company  to 
purchase  its  own  shares  has  been 
passed  by  shareholders. 

Since  July  £3.4m  has  been 
realised  via  property  deals. 


The  announcement  of  Wellcome 's 
annual  pre-tax  profits  of  £31 5m 
(up  11  per  cent),  below  the 
expected  £340m  (C&D  In  the 
city,  last  week),  was  met  with 
disappointment  in  the  City  and  a 
subsequent  15  per  cent  fall  in 
share  prices. 


Turnover  up  17pc  to  £1468. 9m 
Pre-tax  profits  up  llpc  to  £315m 
Earnings  per  share  up  15pc  to  22.7p 
Final  dividend  5. Op 


Human  healthcare  sales 
amounted  to  £1468. 9m,  an 
increase  of  17  per  cent  with 
earnings  per  share  rising  by  15  per 
cent  to  22. 7p.  The  final  dividend 
per  ordinary  share  was  set  at 
5.  Op. 

Results  for  the  first  half  of  the 
year  saw  a  28  per  cent  rise  in 
profits  but  the  second  half  saw  the 
loss  of  currency  gains  due  to  the 
rising  strength  of  sterling. 

The  antiviral  products  Zovirax 
(acyclovir)  and  Retrovir 
(zidovudine)  accounted  for  37  per 
cent  of  human  healthcare  sales 
with  cough  and  cold  preparations 
the  company's  second  largest 
sector.  Zovirax  continued  to  be 
the  largest  selling  product  with 
sales  worth  £375m.  October  saw 
a  filing  with  the  US  Food  and  Drug 
Administration  for  a  licence  to  use 
Zovirax  in  the  treatment  of 
chickenpox. 

Sales  of  Retrovir  increased 
from  £134m  to  £170m,  up  27  per 
cent,  despite  a  20  per  cent  price 
reduction  and  the  use  of  lower 
dosage  schedules.  The  volume  of 
sales  increased  by  53  per  cent  and 
chief  executive  John  Robb 
remains  confident  that  Retrovir 
will  continue  to  be  "the  gold 
standard  in  terms  of  the 
mangement  of  the  HIV  disease". 

At  the  announcement  of 
Wellcome 's  results,  Mr  Robb 
outlined  the  company's 
commitment  to  meet  the 
challenges  of  increased 
competition  through  cost  control 


and  organisational  changes.  It  was 
imperative,  he  said,  that 
Wellcome  concentrate  their 
efforts  on  those  areas  making  a 
worthwhile  contribution  to  the 
earnings  per  share.  As  a  result, 
discussions  are  currently 
underway  to  sell  the  human 
vaccines  business  to  Medeva  and 
the  Calmic  washroom  service  to 
Rentokil. 

In  addition,  the  company  had 
made  decisions  to  reduce  staffing 
levels  at  its  head  office  by  10  per 
cent  and  to  terminate  research 
involvement  in  tissue  plasminogen 
activator. 

Expenditure  on  research  and 
development  during  the  year  was 
£221m,  accounting  for  15.1  per 
cent  of  turnover.  The  product  in 
development  nearest  to  the 
market  was  the  anti-epileptic 
lamotrigine,  said  Dr  Trevor  Jones, 
director  of  research,  development 
and  medical  in  the  UK,  as  it  had 
just  received  its  first  European 
product  licence  in  Ireland. 

Other  notable  products  in 
development  were  two  new 
antivirals  (256U  and  882C),  a 
compound  for  the  treatment  and 
prevention  of  Pneumocystis  carinii 
pneumonia  in  patients  with 
advanced  HIV  infections  (566C),  a 
monoclonal  antibody  (Campath 
1H)  licensed  from  the  British 
Technology  Group  and  an 
anticancer  compound  (Navelbine) 
licensed  from  Pierre  Fabre. 

1991  is  expected  to  see 
further  product  licences  for 
Exosurf  Neonatal,  a  lung 
surfactant  for  respiratory  distress 
syndrome  in  premature  infants, 
which  was  licensed  in  America 
earlier  this  year. 

■  Stock  brokers  Shearson 
Lehman  Brothers  have 
downgraded  their  pre-tax  and 
earnings  estimates  for  Wellcome 
stock  following  the  results,  which 
they  say  "reinforce  the 
overvalued  message".  They  are 
advising  clients  to  sell  Wellcome 
stock  along  with  Smith  & 
Nephew. 


Sunday 
trading  back 

Mr  Barry  Field  (Con)  suggested  in 
the  Commons  last  week  that  the 
Government  should  end  the 
stalemate  over  the  reform  of 
Sunday  Trading  Laws  by  giving 
discretionary  powers  to  local 
authorities. 

He  argued  that  if  borough  and 
district  councils  were  allowed  to 
take  decisions  about  whether  to 
allow  Sunday  trading,  the  issue 
would  be  decided  at  local  level 
'  'giving  more  power  to  the  people 
and  less  to  the  profit-makers  and 
the  politicians". 

Home  Office  Minister  Angela 
Rumbold  reminded  Mr  Field  that 
local  authorities  were  able  to  bring 
prosecutions  to  enforce  existing 
law .  "  It  would  not  be  right  for  us 
to  go  further  at  present." 

Henkel  to 
market  Poly 

Henkel  are  to  take  over  the 
' '  marketing  and  management ' '  of 
their  Poly  brand  from  Warner 
Lambert  who  will  continue  to  sell 
and  distribute  it. 

The  January  1991  move 
heralds  a  UK  promotional  push  for 
Poly  by  Henkel  (see  C&D,  March 
17),  as  well  as  major  investment  in 
developing  new  products  for  the 
UK  market,  the  company  says. 

Henkel  and  Warner  Lambert 
have  had  links  for  30  years.  Peter 
Dalm,  executive  director  of 
Henkel  Cosmetics  UK  says: 
"This  new  business  agreement 
brings  together  the  expert  skills  of 
two  leading  companies.  We  are 
confident  that  this  will  reinforce 
Poly's  place  as  a  significant  player 
in  the  highly  competitive  UK 
market  place." 


Body  Shop  has  shown  a  healthy 
increase  in  interim  profits.  In  the 
six  months  to  August  31 ,  profits 
before  tax  increased  bv  26  per 
cent  from  £5. 32m  to  £6. 69m. 
Sales  were  up  39  per  cent  to 
£48. lm.  Fifteen  shops  were 
opened  during  the  period. 
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Unichem  — 10  per  cent  of 
equity  changes  hands 


Around  300  of  Unichem's  4,400 
pharmacist  shareholders  sold 
some  10  million  shares  - 
equivalent  to  approximately  10 
per  cent  of  the  equity  —  in  the  first 
four  days  of  trading  on  the  Stock 
Exchange. 

On  Tuesday,  shares  closed  at 
115p,  down  from  their  Thursday 
opening  of  127p,  and  described  by 
Marianne  Burton  of  Unichem's 
stockbrokers  UBS  Phillips  & 
Drew,  as  '  'a  bit  lower  than  I  would 
like".  But  she  said  institutions 
were  showing  a  lot  of  interest  in 
the  shares:  "We  can't  complain 
when  we  have  specifically  asked 
institutions  not  to  'ramp'  the 
price."  Ms  Burton  said  she 
thought  that,  as  in  any  rights 
issue,  the  share  price  would  settle 
down  after  the  December  5 
"rump"  when  shares  not  taken 
up  by  pharmacists  come  on  the 
market. 

Ms  Burton  said  around  two 
thirds  of  pharmacists  dealing 
through  them  were  selling  original 
share  stock.  As  they  did  this  they 
forsook  their  rights  to  a  loyalty 
bonus  of  shares  and  so  pushed 
Unichem's  fully  diluted  earnings 
per  share  at  flotation  from  a  base 
of  12.1  (if  no  one  sold  original 
shares)  towards  a  maximum  of 
13.3  (if  everyone  sold  all  their 
original  shares).  She  said  the 
'ability  a  company  to  push  up 
earnings  per  share  without  taking 
any  direct  action  was  very 
unusual. 

Stewart  Adkins  of  Shearson 
Lehman  Brothers  said  they  had 
recommended  purchase  of 
Unichem  shares  up  to  130p.  He 
said  Unichem  was  a  "superb 
wholesaler"  but  thought  AAH 
shares  were  "perhaps  a  better 
bet".  AAH  had  a  lower 
profit/earnings  ratio  than  Unichem 
and  he  believed  AAH  had  more 
growth  potential  because  30  per 
cent  or  so  of  their  business  was 
"cyclical"  and  was  currently 
depressed  —  building  supplies, 
transport,  and  electrical 
wholesaling. 

Unichem  chief  executive 
Peter  Dodd  said  he  was  pleased 
the  three  year  haul  to  flotation  was 


over.  "I  can  now  get  down  to 
ensuring  Unichem  acquires  a  little 
extra  bite  and  moves  ahead."  Mr 
Dodd  said  new  initiatives  were  in 
the  pipeline  but  he  did  not  expect 
to  make  any  announcements  in  the 
run  up  to  Christmas. 

Since  incorporation  in  July 
Unichem  all  profit  share,  except  2 
per  cent  annual  on  packs ,  has  been 
replaced  by  extra  monthly  and 
terminal  discount.  Interest  on 
Unichem  shares  has  now  ceased 
and  will  be  replaced  by  dividend. 

The  second  largest  pharmaceutical 
group  in  Italy  has  been  created  by 
Smithkline  Beecham  by  combining 
three  companies:  ISF;  SK&F  and 
Zambeletti  (comprising 
Zambeletti  Ethicals  and 
Zambeletti  Consumer  Products). 

Smithkline  Beecham  Italia,  as 
the  group  is  known,  will  retain  the 
four  separate  commercial 
organisations,  but  will  be 
consolidated  in  Baranzate. 


Moving 
goalposts 

"The  moving  goalposts  — 
whither  primary  care?"  is  the 
topic  of  the  talk  to  be  given  by 
David  Martin,  general  manager  of 
Bradford  Family  Health  Services 
Authority,  to  the  Bradford  and 
Halifax  branch  of  the  National 
Pharmaceutical  Association  on 
December  6. 

Held  at  the  Bankfield  Hotel, 
Bradford  Road,  Bingley,  the 
meeting  will  begin  at  8pm  with 
buffet  refreshments  provided 
courtesy  of  the  local 
pharmaceutical  committee. 

Anyone  wishing  to  attend 
should  contact  Mike  Cowen  on 
0274  664467  by  November  30. 

Tuesday,  November  27 

Barnet  Branch,  RPSGB.  Wellcome 
Foundation  Centre,  Euston  Road, 
London  at  8pm  (buffet).  "Update  on 
the  treatment  of  AIDS"  —  Chiltern 
Regional  Lecture. 


Carnation  to  lore  in  Cuxson 
Gerrard  plans 


In  1991,  Cuxson  Gerrard  are 
planning  to  repackage  Carnation 
products  in  easier- to-use,  tamper 
evident  units  carrying  new 
graphics,  as  well  as  to  make  a 
major  range  addition  in  the  next 
two  years,  as  part  of  their  strategy 
to  concentrate  on  their  core 
footcare  business. 

To  this  end,  this  month 
Cuxson  Gerrard  sold  their  Slinky 
bandage  range  to  Seton  for 
£1 .25m  cash  plus  7.5  per  cent  of 
sales  over  the  next  five  years:  for 
three  years  Seton  had 
manufactured  and  detailed  Slinky 
for  the  company.  And  last  week 
Cuxon  Gerrard  delisted  the 
majority  of  their  BPC  dressings  — 
white  open  wove  bandages, 
cellulose  tissue,  cotton  wools, 
gauze  and  cotton  tissue,  and 
gauzes,  as  well  as  some  first  aid 
kits. 

Originally  a  manufacturer  of  a 
wide  range  of  dressings,  the 
company  first  stopped  making 


Wednesday,  November  28 

West  Metropolitan  Branch, 
RPSGB.  Institute  lecture  theatre, 
Brompton  Hospital  at  7.30pm. 
"Musculo-skeletal  drugs"  by  Gareth 
Sherwood,  principal  clinical 
pharmacist,  Northwick  Park  Hospital. 

Thursday,  November  29 

Cardiff  and  South  Glamorgan 
Branch,  RPSGB.  Refectory, 
Redwood  Building,  UWCC  at  7.30pm. 
"Sorcerers  and  apprentices"  evening 
entertainment  with  first  year  BPhann 
students. 

Northern  Scottish  Branch, 
RPSGB.  Postgraduate  Centre, 
Raigmore  Hospital,  Inverness  at 
7.45pm.  "The  Soutra  Hospital 
Archaeothnopharmacological 
Research  Project  (SHARP) "  by  Dr  B . 
Moffat. 

Friday,  November  30 

Somerset  Branch,  RPSGB.  The 
Red  Tile  Inn,  Cossington  at  7.30pm. 
Skittles  evening  and  discussion  of  the 
motions  for  the  Branch 
representatives  meeting. 

Saturday,  December  1 

Ayrshire  Branch,  RPSGB.  Annual 
dance  at  the  Piersland  Hotel,  Troon. 


cotton  wool,  then  rigid  dressings, 
then  stretch  fabrics  as  they 
became  less  profitable.  They 
bought  m  own  label  brands  to 
supply  both  their  Industrial 
Medical  Supplies  company,  as 
well  as  retail  pharmacists  who 
continued  to  buy  dressings  from 
Cuxson  Gerrard. 

Chairman  Dr  John  Gerrard  has 
high  hopes  for  further 
developments  in  medicated 
adhesive  dressings,  a  company 
speciality.  Carnation  verruca 
treatment  launched  last  year  now 
has  a  16  per  cent  sector  share,  he 
says.  "The  pharmacist  now  has  a 
licensed  brand  that  he  can  bring 
out  from  behind  the  counter  and 
display." 

Dr  Gerrard  says  the  company 
is  now  free  to  concentrate  on 
increasing  penetration  of  its  core 
footcare  market  by  developing 
and  marketing  products  with 
unique  selling  points.  Research 
showed  that  if  athletes  foot  and 
verrucae  treatments  were 
excluded  from  the  footcare 
market,  then  corn  products  took 
50  per  cent  through  11  product 
lines,  two  from  Cuxson  Gerrard. 

At  present,  the  company  only 
markets  its  brands,  which  include 
GSL  lines,  through  pharmacists  at 
33  percent  POR.  It  has  no  plans  to 
follow  competitors  into 
supermarkets,  although  its 
strategy  is  always  under  review, 
Dr  Gerrard  says. 

Advertising  in  the  women's 
Press  will  continue  next  year,  as 
will  the  poster  campaign  through 
schools,  leisure  centres  and 
doctors  surgeries,  as  well  as 
direct  advertising  to  school 
nurses. 

Cuxson  Gerrard  also  have  an 
eye  on  Europe  and  overseas 
markets,  where  16  per  cent  of 
sales  were  made  last  year.  They 
plan  to  develop  more  foreign 
language  packs,  and  see  France 
and  Germany  as  key  areas 
because  footcare  products  there 
carry  similar  licences  to  the  UK. 

The  company  is  to  modernise 
its  factory  and  rebuild  its  offices  on 
the  Warley  site  over  the  next  two 
years,  Dr  Gerrard  says. 
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Cancellation  deadline  10am  Monday  prior  to  publication  date. 
Display/Semi  Display  £17.90  per  single  column  centimetre,  min  30mm 
Column  width  88mm. 

Whole  Page  £1790.00  (250mm  x  180mm)  Half  Page  £930.80 
(130mm  x  180mm)  Quarter  Page  £465.40  (130mm  x  88mm) 
Box  Numbers  £5.00  extra  Available  on  request. 
All  rates  subject  to  standard  VAT. 


APPOINTMENTS 


SALES  REPRESENTATIVES 
REQIIRED 

Well  established  and  expanding 
healthcare  group  distributing  generic  and 
pharmaceutical  imported  ethical  drugs  to 
the  retail  chemist  sector  require 
experienced  sales  representatives  for 
all  areas. 

PLEASE  APPLY  IN  STRICT  CONFIDENCE 
WITH  FULL  CV  TO  BOX  C&D  3379. 


AGENTS 


AGENTS  REQUIRED 

BABIN  (UK)  LTD 

Due  to  expansion,  an  established  European 
company  now  requires  agents  within  the 
United  Kingdom. 

Targetting  the  Chemist  sector,  you  will  be 
distributing  a  unique  range  of  baby  products. 

With  an  existing  client  base  you  will  have  the 
potential  to  establish  a  leading  European 
Brand  Name  within  the  UK  market. 

Our  extensive  range  of  products  all  conform 
to  British  Standards. 

High  commission  PAID. 

If  you  feel  you  have  the  qualities  and 
commitment  to  succeed  please  contact: 

MR  JOE  BARNES 
MANAGING  DIRECTOR,  BABIN  (UK)  LTD 
2  TAILING  GROVE,  WALTON  ROAD,  WALNUT 
TREE,  MILTON  KEYNES  MKT  7EQ 

TEL:  0908  675062 


Post  to  Classified  Advertisements,  Chemist  &  Druggist, 

Benn  Retail  Publications,  Sovereign  Way,  Tonbridge,  Kent  TN9  1RW. 

Tel  Tonbridge  (0732)  364422.  Telex  95132.  Fax:  (0732)  361534 
Ring  Matthew  Corse  Ext  2472  lor  further  information 
Publication  date  Every  Saturday 

Headings  All  advertisements  appear  under  appropriate  headings 
Copy  date  4pm  Tuesday  prior  to  publication  date. 


BUSINESS  OPPORTUNITIES 


DISTRIBUTION  SERVICES 

PHARMACEUTICAL 
WHOLESALER 

WELL  ESTABLISHED  REPUTABLE 

LARGE  COMPREHENSIVE 
PHARMACEUTICAL  WHOLESALER 
DELIVERING  ON  A  DAILY  BASIS  TO 
APPROX.  500  RETAIL  PHARMACIES  IN 
NORTHERN  IRELAND  OFFERS 
DISTRIBUTION  SERVICES  TO 
INTERESTED  PARTIES. 

Enquiries  treated  in  strictest  confidence 

BOX  C&D  3378 


OTC/ETHICAL  DRUG 
COMPANY  WANTED 

A  USM  quoted  healthcare  group  is  seeking  to 
acquire  a  manufacturing/distribution  OTC  or 

ethical  company  with  recognised  branded 
products  and  an  existing  national  sales  force. 
Ideally  profitable  with  good  growth  prospects 
and  strong  management.  Consideration  would 
be  in  shares  and  cash  with  possible  earn  out. 
Replies  in  strict  confidence  from 
principals  only. 
Box  No.  C&D  3380 


CLASSIFIED  ADVERTISING? 
CALL  MATT  CORSE  ON 
0732  364422 
TO  DISCUSS  YOUR  PLANS  OR  FAX 
0732  361534 


948 


CHEMIST  &  DRUGGIST  24  NOVEMBER  1990 


PRODUCTS  &  SERVICES 


LABELLING  SYSTEMS 


»  U.S.A. 


VAPORIZERS 

HUMIDIFIERS 
with  air  filter  for  pure 
healthy  atmosphere 

AGENTS  REQUIRED 

Genera!  Healthcare  Ltd.,  11 1  Blyth  Road 
Hayes,  Middx.  UB3  1DB 
Tel:  081-848  7766/Fax:  081-848  1930/Tlx:  946973 


SHOPFITTINGS 


XDkU 

STOREFITTERS 


0626  •  834077 

COMPREHENSIVE  DESIGN,  MANUFACTURE  AND 
INSTALLATION  SERVICE  FOR  THE  RETAIL  PHARMACY 

KING  CHARLES  BUSINESS  PARK,0LD  NEWTON  ROAD,  HEATHFIELD,  DEV0N,TQ  12  6UT 
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LABELLING  SYSTEMS 


ORALABEL  PC 


"The  Ultimate  in  pharmacy  systems..." 

Versatile,  uncomplicated  labelling. 
'  Quickly  updated  patient  records. 

*  Full  BNF  warnings  *  Latin  dosages. 

*  Accurate  Interaction  Monitoring 

*  Complete  systems  or  software  only. 

For  leaflets  or  a  demonstration,  phone  or  write 


Computer  Systems  Limited 


Village  Workshops,  Prestwich.  Manchester,  M25  8WB 
Tel:  061  773  7909 


ioitra  Rirfiardioii 
Compuieri  Lid 


#•  In  Pharmacy  Labelling 
►  In  Auto-order  Stock  Control 


►  In  Customer  Service 


JiVBV  ■ 

fli^V    ^^SS  ^^^J^P^  jtHV^  'n  Ongoing  Development 

For  Accurate  and  Reliable  Drug  Interactions  and  Patient  Records 


FREEPOST,  Preston  PR 5  6BR  Telephone:  (0772)  323763 


STOCK  FOR  SALE 


FRESH  START 
COSMETICS 

164  CHEETHAM  HILL  ROAD, 
MANCHESTER  M8  8LQ 
TEL:  061-834 1387 
FAX:  061-832  0891 

FOR  A  LARGE  RANGE  OF 
FRENCH  AND  ENGLISH 
FRA  GRANGES  AND 
ACCESSORIES. 


PERFUME  TESTERS  REQUIRED 

ANY  QUANTITY  •  ANY  BRAND 
ALSO  COSMETIC  AND  SKIN  CARE 
TESTERS/SAMPLE 
GIFT  WITH  PURCHASE 

ITEMS  NEEDED. 
IMMEDIATE  PAYMENT  • 
ABSOLUTE  DISCRETION 

STOCK  OPTION 
TEL:  0276  685898 
FAX:  0276  685083 


NORGATE  LTD 
THE 

GENERIC 
WHOLESALE 

FULL  LIST 

phone  0423-888866 
fox  0423-881003 
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D«E  PHARMACEUTICALS 


FRAGRANCE 
SPECIAL 
OFFERS 


FOR  MEN 


FOR  LADIES 


NORMAL  SPECIAL 


NORMA!  SPECIAL 


PRICE 

OFFER 

PRICE 

OFFER 

PRICE 

PRICE 

2800  alliage  60ml  edp  spray 

/■  : 

15.25 

15.50  anaisanais  30ml  edt  spray 

i  r 

8  75 

23  00  aramis  1 20ml  aflershave 

■4  ' 

13  65 

27.95  anaisanais  100ml edt 

15.95 

'  1  r 

23  00  aram is  100ml  attershav^ 

.  .. .. 

10. 33 

1 1 95  blue  grass  70ml  edt  spray 

7  50 

4  95 

26  50  aramis  900  3  00ml  cologne 

16  50 

12  50 

24.50  chloe  50ml  edt  spray 

11.95 

9  95  azzaio  30ml  aflershave 

7  )E 

490 

27.00  Chanel  19  50ml  edt  spray 

I9.2E 

1695 

:  ra\ 

13  50  estee  14ml  edt  spray 

10.75 

I.5C 

6  95  benetton  mens  15ml  edt 

,: 

3.45 

20.00  estee  30ml  edt  spray 

I6.C 

'3  25 

spray 

46.00  giorgio  90ml  edc  spray 

32.50 

25.95 

5  25  black  label  50ml  aftershave 

3,55 

2,50 

14.95  intimate  60ml  cologne 

8.9! 

5.95 

15.00  boss  50ml  aftershave 

'. 

spray 

22  50  cacherel  100ml aftershave 

13.50 

•  •': 

9  95  knowing  5ml  edp  spray 

5.20 

4.75 

15  95  drakkar  noil  50ml 

9 15 

(special  size) 

aftershave 

6.92  laimant  50ml  edt  sptay 

3  20 

2.25 

5  49  gold  50ml  aftershave 

:i2:: 

2.75 

17.95  loulou  30ml  edp  spray 

11.25 

1 95  gold  25ml  aftershave 

1.50 

1  25 

24.00  magi  noir  50ml  edl  sptay 

15.60 

12,61 

17  50  gucci  60ml  atteishave 

1,50 

7,25 

37  00  obsession  lOOmledp 

26.95 

24  50 

19.50  kouros  50ml edt  spray 

•;■ 

14.00  opium  100ml  deodorant 

9.75 

8  75 

19  00  lacoste  100ml  aftershave 

11.25 

: 

32.00  opium 60mledt 

22.00 

13  50  lacoste  50ml  aftershave 

■  % 

19.50  oscar 30ml  edt sptay 

I2.95 

17  50  pacorabanne  75ml 

1.9! 

26.00  oscar  60ml  edt  sptay 

17.44 

aftershave 

3.75  pagan  1 5ml Lrialsize 

2.50 

2  10 

2000  pacorabanne 60ml edt 

12.50 

8.20 

perfume 

17  95  polo  50ml  aftershave 

11  ?:: 

10.75 

23.00  passion  44ml  edt  sptay 

15.95 

12.95 

14  00  quorum  50ml  aflershave 

1 25 

5.75 

42.00  private  collection  50ml 

29.95 

23  50 

19.75  quorum  100ml aftershave 

10.50 

8  50 

edp  spray 

22  50  sagamore  100ml 

15.25 

11.25 

29.50  ruffles  30ml edl  spray 

16.75 

aftershave 

17  75  vanderbilt  50ml  edt  sptay 

10.50 

5  50  tab3c50mtaltershave 

3  00 

2  50 

10.95  vanderbilt  25ml  edt  sptay 

6  50 

5.25 

8  25  (abac  100ml  aftershave 

3  00 

19  50  ysatis25mledt sptay 

12  50 

9.25 

10.50  worth  leteviens  30ml  edt 

4.20 

2.45 

spray 

MINIMUM 

01  AM  U  V  FOR 

SP 

i;ci\i 

,  prick 

ONLY  4 

24  HOUR  DELIVERY  SERVICE 
MINIMUM  ORDER  ONLY  £100.00 
FRIENDLY  PROFESSIONAL  SERVICE 


DERWENT  HOUSE 
PRUDHOE  STATION 
NORTHUMBERLAND 


D»E  PHARMACEUTICALS 


TEL:  0661  35755 
FAX; 0661 853986 


PRICE  LABELS  —  FAST 

jMOST  POPULAR  SIZES.  QUALITY  PRODUCTS. 


A. 


Plain 


21x12       Box  of  50,000  labels, 
White  or  Coloured 
Plain  or  Stock 
PR-Prints 


£35.00  per  box  +  VAT 
26x12  POST  FREE 


Special  offer  —  Buy  3  Boxes  Price  Labeller  Free 


YOUR  NAME 


Pnnted 


YOfR  N  Wit 


21x12       Box  of  50,000  labels. 
White  or  Coloured 
Printed  with  your 
name  etc 


£48.00  per  box  +  VAT 
26x12  POST  FREE 


Special  offer  —  Buy  3  Boxes  Price  Labeller  Free 

DISPENSING  LABELS  ALSO  AVAILABLE 

SPECIAL 

15% 
DISCOUNT 

LIMITED 

ON  ABOVE  ITEMS 
TO  ALL  CHEMIST  &  DRUGGIST 
CUSTOMERS 

CALL  0282  58701  NOW!! 


EXPRESS  LABEL  CO  LTD 
290  Briercliffe  Road,  Lanehead, 
Burnlev,  Lanes 
Tel:  (0282)  58701 


CHEMIST  &  DRUGGIST  24  NOVEMBER  1990 


STOCK  FOR  SALE 


f  ll  li  iiltHwf 

Distributors  nf  Fine  French  Fragrances 


ON  ALL  ORDERS  RE 

SUBSTANTIAL  STOCKS  AVA1 

ESTEE  LAUDER,  CHANEL, 

THE  ITEMS  BELOW  ARE  JUST  A 
FOR  IMMEDIATE  DELIVERY.  PLEASE  PHO 
FURTHER  INFORMATION  ON 


ED  BY  MIDDAY 

LE  ON  ALL  HOUSES 

S  ST.  LAURENT,  ETC 

PLE  OF  STOCK  AVAILABLE 
E  IF  YOU  REQUIRE 
OFFERS  AVAILABLE. 


RSP 


COST 


QTY 


'ONLY'  BY  JULIO  IGLESIAS  INTRODUCTORY  OFFER 


oUIVIL  tU  1    or  nA  T 

R  7R 

GIFT  SETS 

CARACTERE  GIFT  SET 

30ML  EDT  SPRAY  &  75ML  DEODORANT  SPRAY 

9.95 

6.95 

□ 

YSATIS  50ML  EDT  SPRAY  &  1 00G  SOAP 

38.50 

1  9.95 

n 

YbL  rUUn  HUM  I VI  b   I  UU  ML  bU  I   LUINLtIM  I  nA  I  b  ornAY  ot 

1  nnr;  cn a  p 

I  UUu  oUMr 

jz  .  z>yj 

9  1   Q  R 

LJ 

JAZZ  50ML  EDT  SPRAY  &  50ML  AFTERSHAVE 

SPECIAL 

21.95 

□ 

'Y'  30ML  EDT  SPRAY  &  1  00G  SOAP 

SPECIAL 

12.50 

□ 

OPIUM  30ML  EDT  SPRAY  &  50ML  SILK  SHOWER 

CREME 

SPECIAL 

22.50 

u 

SPECIAL  OFFERS 

YSL: 

RIVE  GAUCHE  50ML  PDT  SPRAY 

22.00 

14.95 

□ 

OPIUM  50ML  EDT  SPRAY 

35.00 

23.00 

[J 

PARIS  50ML  EDT  SPRAY 

21.00 

14.95 

□ 

KOUROS  100ML  AFTERSHAVE 

24.00 

1  5.95 

□ 

JAZZ  75ML  EDT 

20.00 

13.95 

L  J 

CHANEL: 

GENTLEMEN  100ML  AFTERSHAVE  SPRAY 

20.00 

13.50 

U 

NO.  5  7ML  PARFUM 

38.00 

25.50 

LJ 

COCO  7ML  PARFUM 

40.00 

26.95 

□ 

ANTAEUS  50ML  EDT 

18.00 

1  1.95 

□ 

WE  RESERVE  THE  RIGHT  TO  LIMIT  QUANTITIES  ON  CERTAIN  POPULAR  REFERENCES 

IF  YOU  WOULD  LIKE  A  VISIT  FROM  ONE  OF  OUR  SALES 
REPRESENTATIVES  TO  DISCUSS  YOUR  CHRISTMAS  REQUIREMENTS 

m  mm  a  m  i;  m  •Pimm  ^m^m       Hmrmm,  fiio  nmm) 

0628  810404 

THESE  OFFERS  ARE  IN  ADDITION  TO  ANY  OTHER 
PROMOTIONS  CURRENTLY  AVAILABLE  FROM  A&G  IMPORTS 

A&G  Imports  Limited 

Unit  11,  Treadaway  Technical  Centre,  Treadaway  Hill,  Loudwater,  High  Wycombe,  Buckinghamshire  HP10  9RS 
'  Telephone:  (0628)  810404;  Telex:  846901  AND  G;  Fax:  (0628)  810225 
Terms  &  Conditions 

1.  A  delivery  charge  of  £5.00  will  be  made  on  all  orders  supplied  under  6.  All  orders  subject  to  availability  —  no  'to  follow'. 

£200  + VAT  7.  Due  to  price  changes  made  by  manufacturers  we  reserve  the  right  to  change 

2.  All  orders  will  be  confirmed  by  telephone  before  shipment.  prices  stated. 

3.  Payment  strictly  C.O.D.  8.  The  goods  remain  the  property  of  A&G  Imports  Limited  until  payment  is 

4.  All  claims  to  be  made  within  5  days  of  receipt  of  goods.  received  in  full  and  we  reserve  the  right  to  uplift  goods  in  the  event  of 

5.  We  reserve  the  right  to  limit  quantities.  non-payment 


Name 


Address 


Tel.  No. 
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Hadston  pharmacist 
retires  after  39  years 


When  Bill  Wake,  the  pharmacist  in 
Hadston  village  for  some  39 
years,  retired  earlier  this  month, 
villagers  turned  out  in  force  at  the 
community  centre  to  say  farewell. 

Mr  Wake  and  his  wife  Nerida 
were  wished  all  the  best  for  the 
future  and  presented  with  gifts, 
according  to  a  report  in  the 
Northumberland  Gazette. 

Mrs  Wake  got  a  bunch  of 
flowers,  and  Mr  Wake  was  given 
an  engraved  carriage  clock,  along 
with  some  £470  which  was 
collected  by  Hadston  residents. 


The  collection  was  organised  by 
Mrs  Lily  Dargue,  who  said  that 
everyone  was  sad  to  see  him  go: 
"  He  was  always  there  when  you 
needed  him. ' ' 

Mr  Wake  recalled  memories  of 
his  time  in  Hadston,  and  told 
villagers:  "It  has  been  my 
pleasure  to  serve  the  community, 
but  there  is  a  correct  time  to  go. "  • 

He  will  remain  in  the  area,  but 
first  he  is  planning  a  trip  to 
Australia,  where  his  wife  was 
born,  and  where  he  met  her  while 
in  the  Navy. 


Plant  a  tree 
for  the 
RPSGB 

Some  750  trees  are  being  planted 
in  Birmingham  this  weekend 
(November  24)  to  commemorate 
the  sesquicentenary  of  the  Royal 
Pharmaceutical  Society. 

The  Lord  Mayor  of 
Birmingham  will  be  officiating  at 
the  event  which  will  take  place  at 
Ten  Acres,  Dogpool  Lane,  off 
Pershore  Road,  Edgbaston  at 
2.15pm. 

Anyone  requiring  further 
details  should  contact  Mrs 
Nicholls  on  021-327  0380. 


Sheila  Elliot,  assistant  secretary  to 
Robert  Stewart,  has  retired  from 
the  Scottish  Pharmaceutical 
Federation  after  34years.  She  was 
responsible  for  the  day  to  day 
running  of  the  office,  dealing  with 
telephone  inquiries  and 
administrating  the  Clearing 
House.  She  is  pictured  with 
Andrew  Watson,  National 
Pharmaceutical  Association  and 
SPF  chairman  at  the  SPF 
executive 's  last  meeting  in  Glasgow 
where  she  was  presented  with  a 
bouquet  of  flowers,  a  table  lamp 
and  cheque 


For  the  second  successive  year,  the 
team  from  Northern  Ireland  have 
won  the  Numark  Golf 
Tournament  for  the  Rennie 
Trophy,  beating  the  team  from 
Scotland  by  a  single  point.  The 
final  was  played  at  Killarney. 
Rennie  product  manager  Annette 
Ross-Guy  presented  the  trophy  and 
icplicas  to  the  team,  represented  by 
(from  left)  S.  Haydock's  Alan 
McDowell,  pharmacists  Peter 
O  'Hare  and  Danny  McKavanagh, 
and  Numark  proprietor  David 
Gibson.  They  are  flanked  by 
Nicholas 's  Ken  White  and  Trevor 
Green 


APPOINTMENTS 


Intercare  Products  Ltd,  the  consumer 
healthcare  division  of  Sandoz 
Pharmaceuticals,  have  appointed 
Amanda  Jenkins  as  senior  product 
manager  and  Simon  Kennedy  as 
marketing  services  manager. 

The  School  of  Pharmacy  and 
Pharmacology,  University  of  Bath  have 
announced  two  professional 
appointments.  Professor  Barry 
Potter,  previously  at  the 
University  of  Leicester,  takes  up 
the  Lister  Institute  Chair  of 
Pharmaceutical  Chemistry. 
Professor  Potter's  research 
interest  lies  in  the  area  of  enzyme 
mechanisms,  molecular  biology 
and  molecular  pharmacology. 

Professor  John  Westwick's 
interests  lie  in  the  mechanisms  of 
thrombosis  and  inflammation.  His 
experience  includes  the 
establishment  of  a  platelet 
research  group  at  King's  College 
Hospital  Medical  School. 

The  Medical  Research  Council  has 

appointed  Dr  David  Owen  as 
director,  industrial  collaboration 
and  licensing.  Dr  Owen  was 
previously  director,  compound 
and  technology  acquisition  at 
Smithkline  Beecham. 

Seton  Healthcare  Group  have 
appointed  Jon  Perkin  as  group 
treasurer  and  Roger  Humphreys 
as  group  accounting  manager.  Mr 
Perkin  has  been  with  the  company 
since  1981  holding  several 
positions  in  an  accounting 
capacity.  Mr  Humphreys,  a 
chartered  accountant,  was 
previously  a  senior  manager  with 
KPMG  Peat  Marwick  McLintock. 


Postscript 

Bottles  of  poisons  and  medicines 
which  may  have  belonged  to 
Henry  VIII' s  daughter,  Mary 
Tudor,  have  been  discovered  in 
mud  in  the  moat  of  16th  century 
Westhorpe  Hall,  in  Suffolk, 
according  to  a  report  in  The  Daily 
Telegraph  (November  19). 
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Colorama's  fast 
delivery  vans. 


In  16  years  Colorama,  Britain's  fastest-growing  photo 
finishers  has  won  an  envied  reputation  for  high  quality, 
award-winning  processing,  bold  and  imaginative 
marketing,  fast  delivery  and  competitive  prices  for  the 
independent  retailer  in  the  South-East.  All  aptiy 
interpreted  by  their  two  red  company  Ferraris  with 
the  brand  name  'Colorama' 
emblazoned  across  the  200 
m.p.h.  bonnet.  The  cars 
have  been  extensively  used 
in    company  promotions, 


COLORAMA 


exhibitions  and  advertising  campaigns  and  wherever 
they  go,  the  Ferraris  deliver  the  message  that 
Colorama  is  the  photo  finishing  laboratory  of  the  '90's. 
With  £2m  a  year  investment  in  new  generation  photo 
technology,  Colorama  has  now  launched  a  programme 
of  development  to  become  a  nationwide  service  for  the 

independent  retailer  by 
1991.  All  offering  retailers 
more  profitability  (and  OTMj 
perhaps  a  chance  of  riij 
owning  a  red  Ferrari!).  WLM\ 


Developing  and  Enlarging  into  the  90's. 


COLORAMA  PROCESSING  LABORATORIES  LTD,  44-58  LANCASTER  STREET, LONDON  SE1  ORP  TEL:  07 1 -26 1  1082 


ROBINSON  RAINBOW  COTTON  WOOL 
A  POT  OF  GOLD  AT  THE  END  OF  YOUR  RAINBOW 


Robinson,  the  market  leaders  in  cotton  wool, 
announce  an  exciting  new  concept  to  give  you 
even  greater  profits. 

Made  by  a  new  manufacturing  process,  with  a 
superior  blend  of  cotton,  the  Rainbow  Cotton 
Wool  Range,  is  unique  to  Robinson. 

Produced  in  fashionable  pastel  shades, 
which  research  shows  women  prefer, 

excitement  to  the  cotton  market  by 
attracting  new  users  -  meaning  you 
sell  more.  If 

Available    in    balls,    rolls    and  pleats, 
Rainbow  Cotton  Wool  is  at  home  anywhere  - 
the  bedroom,  nursery  or  bathroom. 

Beautifully  presented  in  striking  packaging, 
the  range  produces  an  eye-catching  show  of 
colour  on  shelf. 


""V,  V 


r9v 


So  don't  miss  out  on  this  rainbow  -  create  your 
pot  of  gold  and  stock  Robinson  Rainbow 
Cotton  Wool  today. 


rob*bhn 


ROBINSON 

HEALTHCARE 


HIPPER  HOUSE 
CHESTERFIELD  S40  I  YF 
UNITED  KINGDOM 


THE  DENOREX  SENSATION. 


IT  WORKS 
FOR  HIM. 





L  : .    'K. ' •--.v ....  '. 


AND  WORKS 
FOR  HER. 


New  Denorex  anti-dandruff 
shampoo  is  specially  formulated 
to  combine  the  proven  effective- 
ness of  coal  tar  with  the  cooling 
anti-pruritic  effect  of  menthol.  So 
as  well  as  working  to  clear 
dandruff,  it  leaves  the  scalp 
feeling  fresh  and  invigorated. 

Denorex  fills  the  gap  between 
medical  shampoos  and  more 
cosmetic  brands  by  being  both 
highly  effective  and  pleasant  to 
use.  So  it  will  work  for  all  your 
customers. 

National  colour  press  ad- 
vertising will  be  telling  your 
customers  about  the  sensational 
feel  of  Denorex.  And  since  it  is 
only  available  in  pharmacies  - 
it'll  really  work  for  you  too. 


ANTI-DANDRL'FF  SHAMPOO 


CLEARS  DANDRUFF 
RELIEVES  ITCHING 


SOOTHES  IRRITATION  & 
REFRESHES  THE  SCALP 


COOL  HERBAL 
FRAGRANCE 


*Trademark 


denorex: 
it'll  work 

TWICE 
AS  HARD 
FOR  YOU. 

Whitehall  Laboratories,  11  Chenies  Street, 
London  WC1E  7ET.  Tel:  071-636  8080. 
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)ecemberis  traditionally  time  to 
effect  on  the  past  year.  But  this, 
ur  24th  issue,  also  marks  the  end 
f  two  years  of  Over  the  Counter 
L  the  first  supplement  of  its  kind 
sr  pharmacy  assistants  and  still 
he  only  one  which  recognises  the 
11-round  product  knowledge 
eeds  of  today's  assistant. 

Our  mix  of  articles  covering 
be  key  OTC  medicine  and 
osmetic  areas  has,  in  1990,  also 
acluded  baby  feeding,  pregnancy 
esting,  contact  lenses  and 
jupport  hosiery.  Our  series  on 
window  display  proved  popular, 
he  success  of  our  Model 
assistant  competition  made  a 
epeat  an  early  entry  on  our  1991 
chedule,  while  our  OTC 
medicine  lists  —  which  form  a 
omplete  guide  over  a  year  —  are 
ast  becoming  a  valued  reference 
ource. 

Next  year  will  see  more  of  the 
ame,  and  much  more  besides, 
/lonth  in,  month  out.  Over  the 
Counter  will  provide  the 
lformation  you  need  to  give  the 
ight  answers  to  your  customers, 
titer  all,  that's  what  pharmacies 
re  all  about. 

Happy  Christmas! 
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FOCUS  ON  OVERINDULGENCE 


Community  pharmacist  Jeremy  Clitherow  looks  at  the  pitfalls  of  over-celebrating  and  describes 

what  pharmacies  can  offer  the  hung  over 


8 


BEAUTY  BASICS  FOR  THE  PARTY  MOOD 


Everybody  loves  a  party,  so  give  your  customers  a  few  ideas  for  that  special  look,  with  our 

festive  partygoing  tips 


10 


MODEL  MAKEOVER:  BEAUTY  IN  A  MINUTE 


Find  out  how  we  produced  a  new  look  that's  quick  and  easy  to  put  together  to  transform  our 

second  assistant  winner  Jayne  Round 


12 


SH0PTALK 


The  importance  of  zinc  for  good  health,  and  a  few  suggestions  for  the  Christmas  teaser:  "What 
do  you  give  the  man  who  has  everything? 


15 


OTC  PRODUCT  LISTING,  PART  TWELVE 


Coughs  and  sore  throats  are  the  problems  treated  by  the  remedies  in  the  concluding  segment 

of  our  guide  to  your  medicine  shelves 


19 

22 


SHOWCASE 


A  full  colour  guide  to  this  month's  major  moves  on-shelf 


SPOT  THE  COMMERCIAL 


Ten  £25  prizes  are  on  offer  in  our  end-of-season  look  at  this  year's  advertising  campaigns.  Can 

you  spot  who's  advertising  what? 


23 


COUNTERVIEW 


A  hectic  fortnight,  fraying  tempers,  aching  feet...  Verity  turns  her  thoughts  to  Christmas 

shoppers... 


Find  the  new  Jayne,  pit) 


Get  set  to  party,  p8 


FOCUS  ON  OVERINDULGENCE 

"A  little  of  what  you  fancy  does  you  good",  but  one  or  two  of  us  are  inclined  to  go  a  little 
over  the  top  during  the  festive  season.  Community  pharmacist  Jeremy  Clitherow  looks 

at  the  pitfalls  of  overdojng  it 


You  can  have  too  much  of  a 

good  thing 


Overindulgence  may  be  applied  to  many 
pleasurable  pursuits  in  life.  To  many  it  refers 
to  an  excess  of  alcohol  resulting  m  the 
wellknown  '-'hangover".  The  overindulgence 
may  be  associated  with  a  special  occasion,  a 
protracted  party,  a  celebration,  a  festival,  a 
birthday,  a  wedding,  a  wake,  Christmas, 
Hogmanay,  First  Footing,  New  Year  or  the 
firm's  outing.  People  celebrate  whenever 
they  are  given  a  chance.  Alcohol  will, 
admittedly,  be  a  common  factor  on  all  of  these 


occasions  but,  what  of  the  other  common,  but 
forgotten,  factors? 

Hidden  causes 

Christmas  is  the  traditional  time  for  feasting, 
harking  back  to  the  time  when,  squirrel-like, 
we  used  to  store  up  gargantuan  quantities  of 
foodstuffs  only  to  binge  them  all  over  the 
holiday.  The  human  body  is  not  designed  for 
this  and  very  frequently  rebels.  The  intake  of 


both  excessive  quantities  or  over-rich  fatty 
food  is  rejected,  one  way  or  another.  If  this  is 
combined  with  excess  alcohol,  the  result  is  a 
considerable  challenge. 
Smoking  Fortunately,  fewer  and  fewer  people 
smoke  nowadays.  Those  who  do  will  often 
forget  any  caution  in  the  distractions  of  the 
social  environment  and  smoke  in  excess  of 
their  body  tolerance  to  nicotine.  The  results 
are  well  known  in  sm<  ikei  s,  but  w  hat  i  >l  t  lie 
non-smokers  at  the  same  party? 
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Dancing  At  parties,  with  everyone  standing  up 
and  chatting  or  dancing  on  the  floor,  it's  easy 
to  forget  just  how  much  exercise  is  being 
taken.  Think  of  the  number  of  muscles, 
dormant  for  so  long  in  those  with  a  sedentary 
lifestyle,  which  are  being  subjected  to 
vigorous  exercise,  often  until  the  early  hours 
of  the  morning.  Little  wonder  legs  ache  next 
morning.  Overindulgence  applies  here  too. 
Rest  is  the  cure. 

Late  Nights  must  not  be  forgotten.  The  active 
body  and  mind  need  time  to  sleep  and 
recuperate.  One  cannot  keep  draining  energy 
from  the  body  without  allowing  sufficient  time 
to  rest  and  relax.  Just  as  in  dieting,  there  is  a 
metabolic  equation  which  states  that  energy 
out  must  equal  energy  in.  To  continue 
otherwise  for  anything  but  short  periods  spells 
disaster.  Workaholics  beware! 

So,  overindulgence  applies  particularly  to 
alcohol  but  just  as  importantly  to  food,  fats  in 
the  diet,  nicotine,  drugs,  and  muscular  and 
mental  exercise.  Examine  the  possibility  of 
each  in  turn  with  the  patient,  observe  the 
result  of  the  excess,  and  devise  an  appropriate 
treatment  regime. 


Alcohol 


The  symptoms  of  drinking  too  much  alcohol 
are  many  and  varied.  In  the  short  term,  the 
person  becomes  happy,  talkative,  exuberant 
and  the  life  and  soul  of  the  party.  This  is  caused 
by  the  depressant  effect  of  alcohol  on  the 
inhibitory  centres  of  the  brain.  Remember, 
alcohol  is  a  depressant,  it  is  not  a  stimulant. 
The  effects  seen  as  stimulation  occur  only  with 
low  doses  of  alcohol  as  a  result  of  the 
suppression  of  the  social  inhibitions  impressed 
upon  us  over  the  years. 

As  more  is  taken  in,  speech  becomes 
slurred,  gait  staggering,  the  skin  cold  and 
clammy  and  mental  processes  progressively 
falter.  Confusion  and  loss  of  memory  are 
common.  Unconsciousness,  coma  and  death 
are  the  terminal  stages,  but  hopefully  not  at 
the  parties  you  go  to! 

Nausea  and  vomiting 

For  the  non-regular  "amateur"  drinker, 
nausea  and  vomiting  will  occur  after  modest 
intake.  With  little  or  no  tolerance,  the 
circulating  blood  levels  of  alcohol  will  trigger 
the  vomiting  centre  of  the  brain  early.  Nausea 
and  vomiting  are  the  body's  inbuilt  mechanism 
for  getting  rid  of  irritants  from  the  stomach. 

This  mechanism  is  one  of  the  last  safety 
features  to  be  lost  during  progressive 
intoxication,  and  there  lies  a  danger.  If  the 
patient  is  so  deeply  unconscious  his  cough 
reflex  has  been  inhibited  but  not  his  vomiting 
centre,  on  his  next  breath  he  will  take  vomit 
into  his  lungs.  Many  alcohol  abusers  die  this 
way.  The  moral  is  to  watch  carefully  someone 
who  has  overindulged.  Don't  just  let  them 
sleep  it  off  alone. 

The  above  is  the  extreme,  but  it  is  unwise 
to  try  to  prevent  the  vomiting  reflex  after  an 
over  indulgence  of  alcohol.  Water,  milk  and 
bland  drinks  will  begin  the  rehydration  process 
and  will  tend  to  dilute  the  noxious  contents  of 
the  stomach  and  assist  in  washing  out  those 
remaining  irritants. 

Note  that  the  onset  of  nausea  and  vomiting 
is  variable;  some  hardened  professional 
drinkers  never  experience  nausea  and 
vomiting  at  all. 


Vomiting  and  diarrhoea 


Vomiting  and/or  diarrhoea  may  accompany  or 
follow  overindulgence.  The  central  chemical 


action  of  alcohol  on  the  brain  has  already  been 
covered,  but  there  is  also  a  physical  action. 
Bloating  by  overindulgence  will  itself  produce 
mechanical  vomiting.  Children  at  parties 
provide  excellent  examples  by  overindulgence 
of  such  seemingly  innocuous  items  as  jellies 
and  lemonade. 

Allergic  vomiting  is  less  common.  Usually, 
however,  the  patient  will  have  prior 
knowledge  of  what  causes  the  problem  and 
have  eaten  it  by  mistake.  FY>od  poisoning 
tends  to  be  more  dramatic  and  will  affect  all 
those  who  partake  of  the  infected  food. 

Diarrhoea  is  usually  self-limiting.  It  may 
well  be  the  result  of  excessive  alcohol  or 
foods.  Beer  is  well-known  for  its  laxative 
effect,  but  it  is  easy  to  overlook  the  irritant 
effect  of  nuts,  dates,  raisins,  fruits,  spices  and 
many  of  the  traditional  party  accompaniments. 

When  faced  with  customers  complaining  of 
diarrhoea,  never  forget  the  hidden  pointers  to 
life-threatening  conditions.  Ask  how  long 
they've  been  suffering,  how  old  they  are,  if 
they  have  any  pain  or  any  weight  loss,  any 
temperature ,  and  then  ask  if  they  have  eaten 
anything  which  might  have  caused  it.  Finally, 
ask  which  other  medicines  are  being  taken  at 
present.  Consider  too,  the  appearance  of  the 
patient.  Have  they  got  a  recent  tan?  Could 
they  have  returned  from  a  holiday  abroad? 
Ask.  If  the  answer  to  any  of  your  questions 
gives  you  grounds  to  suspect  more  than  a 
simple  case  of  diarrhoea,  tell  your  pharmacist. 

'Upset  stomach' 

This  is  a  totally  meaningless  but  universally 
used  term.  In  the  minds  of  many,  an  upset 
stomach  means  an  acute  attack  of  diarrhoea, 
others  may  attribute  it  to  indigestion  and 
heartburn.  To  recommend  an  antacid  for  the 
former  is  as  daft  as  to  recommend  electrolyte 
replacement  for  the  latter. 

If  you  don't  ask  for  details  you  may  well 
jump  to  the  wrong  conclusion  or,  more 
importantly,  miss  an  important  pointer  to  a 
condition  which  needs  urgent  medical 
attention. 


The  hangover 

Volumes  have  been  written  on  hangovers.  A 
person  with  a  raging  hangover  will  look  like  a 
'  'never  again,  wish  I  was  dead"  wreck  with  a 
pounding  headache  and  severe  gastro- 
intestinal disorders. 

"The  hair  of  the  dog  (that  bit  you)"  refers 
to  taking  another  dose  of  alcohol  in  an  attempt 
to  alleviate  the  symptoms  of  taking  too  much. 
Despite  claims  by  many  of  its  effectiveness,  it 
is  not  recommended. 

The  headache  is  the  major  complaint  in 
most  cases.  Soluble  analgesics  tend  to  go 
down  easier  and  stay  down  better.  Antacids 
will  ease  the  drug-induced  stomach  irritation. 
Manufacturers  have  themselves  created 
various  combination  products  comprising  an 
analgesic  with  an  indigestion  remedy  as  a 
"hangover  cure".  SmithKline  Beecham's 
Resolve  and  Nicholas  Laboratories'  Andres 
Anser,  both  based  on  paracetamol,  now 
compete  with  the  likes  of  Bayer's  aspirin- 
based  Alka-Seltzer. 

Alcohol  is  an  irritant,  particularly  if  taken  in 
concentrated  solutions  —  spirits.  Damage 
produced  is  not  restricted  to  the  stomach 
alone  but  will  affect  the  throat,  oesophagus, 
duodenum,  liver,  brain  and  many  other  organs 
too.  Long-term  exposure  produces  far  greater 
harm. 

Oesophagitis  is  inflammation  of  the  tube 
which  connects  the  throat  to  the  stomach. 
Reddening  and  swelling  will  be  the  first 
reaction.  Erosion  of  the  delicate  membranous 


lining  will  follow,  and  can  lead  to  ulceration  and 
scarring.  Perforation,  or  haemorrhage,  is 
quite  possible. 

Gastritis  is  inflammation  of  the  stoma*  h. 
Overindulgence  in  the  short-term  will  produce 
mild  irritation  and  pain.  Long  term 
overindulgence  will  produce  progressive 
destruction  of  the  stomach  lining. 

Reflux  is  the  term  applied  when  the 
muscular  watertight  seal  at  the  top  of  the 
stomach  allows  those  highly  acidic  contents  to 
move  back  up  the  oesophagus.  The  delicate 
lining  of  the  oesophagus  was  never  designed 
to  resist  stomach  acid  it  becomes  inflamed, 
ulcerated,  eroded  and  scarred. 

Do  be  careful  not  to  overlook  chest  pains 
caused  by  possible  cardiac  conditions  when 
patients  complain  of  reflux,  heartburn  or 
indigestion.  If  you  have  any  doubts  that 
symptoms  of  indigestion  are  more  than  just 
those  caused  by  a  bit  of  a  binge,  tell  your 
pharmacist. 

Indigestion  remedies  rely  heavily  upon 
correction  of  the  overacidity  of  the  stomach 
contents.  It  is  sensible  to  avoid  taking  too 
much  of  remedies  containing  magnesium 
because  of  their  sometimes  explosive  laxative 
effect. 


Other  short  term  effects 


Looking  pale,  shivering  and  sweating  are  signs 
that  blood  vessels  in  the  extremities  have 
constricted  and  that  the  body  is  attempting  to 
conserve  its  heat  stores.  Goose  flesh  is  the 
demonstration  of  the  action  of  the  muscles 
below  the  skin  erecting  our  "fur" ,  long  since 
lost  in  the  process  of  evolution. 

Staggering  and  the  "rubber  leg" 
syndrome  are  caused  by  interference  in  the 
co-ordination  between  brain  and  muscles.  It  is 
alcohol-dependent  and  resolves  with  time  and 
sobriety. 

Vertigo  is  caused  by  an  alcoholic  effect  on 
the  balance  mechanism.  Sufferers  will 
frequently  describe  the  world  going  round  and 
round,  or,  even  worse,  backwards.  Again, 
time  and  sobering  up  will  bring  the  cure. 
Vertigo  and  nausea  are  frequent  companions. 

Collapse  describes  the  spontaneous 
descent  into  unconsciousness.  Do  remember 
the  dangers  of  aspiration  of  vomit. 

 Long-term  effects  

Protracted  overindulgence  will  affect  the 
individual  and  cause  social  problems  lor  the 
family.  In  the  short  term,  the  body  will  attempt 
to  conserve  the  excess  energy  intake  (yes, 
alcohol  contains  calories  too!)  by  laying  down 
fat.  The  patient  will  become  obese,  which  in 
itself  will  lead  to  breathlessness,  tiredness, 
general  lethargy  and  poorer  health. 

Dietary  control,  exercise,  fibre  and  health 
promotion  will  redress  the  balance.  Many  GPs 
now  run  health  promotion  clinics,  obesity 
clinics,  well  man  (and  woman)  clinics.  Find  out 
about  them  and  direct  patients  to  them.  You 
too  are  in  the  healthcare  team. 

Social  problems  will  include  the  family 
discord  that  alcoholism  causes.  Unhappiness, 
insomnia,  unemployment,  poverty  and 
depression  are  all  common  problems.  Bear 
them  in  mind. 


Conclusion 


The  competent  pharmacy  assistant  will  be 
ever  alert  to  the  possibility  of  latent  dangers 
masked  by  simple  sounding  symptoms.  This 
background  awareness  will  enable  recognition 
and  identification  of  short,  medium  and  long- 
term  problems  and  produce  immediate 
referral  whenever  necessary. 
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I    Tiger  Balm  gets 
distinctive  new  packs 


Tiger  Balm  have  introduced  distinctive  and 
eye  catching  new  packaging  for  their  two 
key  products.  Blister  packed  Tiger  Balm 
Regular  (White)  and  Extra  Strength  (Red) 
bring  much  greater  point-of-sale  impact  for 
the  brand,  and  highlight  the  natural 
formulation  of  the  products  with  the  headline 
"Easing aches  and  pains  the  natural  way". 

The  colourful  packs  capitalise  on  Tiger 
Balm's  Far  Eastern  heritage  and  use  clear 
graphics  and  product  information.  The  Tiger 
Balm  packs  can  be  displayed  in-store  free 
standing  or  placed  on  a  hanging  unit. 

"We  believe  that  this  repackaging  of 
Tiger  Balm  is  a  major  step  forward  for  the 
brand  in  the  UK,"  commentsjohn  Moore, 
marketing  manager  at  Tiger  Balm.  "Tiger 
Balm  has  become  known  mainly  through 
pharmacist  and  pharmacy  assistant 
recommendations,  and  now  the  product  will 


be  much  more  visible  in  the  pharmacy  as  a 
result  of  this  packaging  improvement. 

'  'Tiger  Balm  is  made  entirely  from 
natural  ingredients.  With  the  growing 
interest  in  medicines  made  from  natural 
products  we  expect  continuing  growth  in 
sales  of  Tiger  Balm,"  says  John  Moore. 
'  'This  all-natural  formula  is  unique  in  the  UK 
market  and  sales  have  grown  considerably 
over  the  past  few  years . ' ' 

...  the  natural  alternative 

Tiger  Balm  is  a  natural  alternative  for  the 
relief  of  muscular  aches  and  pains.  It  has  five 
active  ingredients  derived  from  natural  plant 
sources  —  menthol,  clove  oil,  camphor, 
cajeput  oil  and  peppermint  oil.  Tiger  Balm  is 
currently  available  in  two  strengths  —  White 
Regular  and  the  more  potent  preparation, 


Red  Extra  Strength.  New  Tiger  Balm  Liquid 
is  also  made  entirely  from  natural 
ingredients  and  is  of  equivalent  strength  to 
the  Red  formulation. 

Based  on  an  ancient  Chinese  remedy, 
Tiger  Balm  was  originally  developed  in 
China  more  than  a  century  ago.  The  original 
recipe  was  believed  to  have  been  concoted 
for  a  Chinese  emperor  suffering  from 
persistent  back  pains!  The  name  of  the 
product  was  chosen  for  its  connotations  of 
strength  and  power.  The  '  'Leaping  Tiger' ' 
trademark  and  distinctive  oriental  packaging 
have  remained  almost  unchanged  over  the 
years. 

Today,  Tiger  Balm  is  sold  in  more  than 
66  countries  worldwide  and  has  become  an 
integral  part  of  the  health  regime  of  millions 
of  active  people.  The  product  has  been 
available  in  the  UK  for  12  years,  where  it  is 
distributed  by  LRC  Products. 

Heavyweight  marketing  support  is 
planned  for  1990  and  1991  with  sales 
promotion,  point-of-sale  and  public  relations 
activity. 

Balm  at  work 

Tiger  Balm  rubs  relief  and  warmth  into 
aching  limbs.  Its  natural  oils  work  on  the 
small  blood  vessels  (capillaries)  near  the 

Tiger  Balm  is  a  registered  trade  mark  of  Haw 
Par  Brothers  International  Ltd. 


Tiger  Balm  —  some  facts 
and  figures 

□  Today ,  Tiger  Balm  is  sold  in  over  66 
countries  worldwide. 

□  In  1990  Tiger  Balm  was  an  official 
product  of  Udine  '90,  Football  World 
Cup,  Italy,  and  the  official  analgesic  rub 
of  the  11th  Asian  Games,  which  took 
place  in  Beijing  in  September-October 
1990 

□  Over  one-third  of  the  world's 
population  know  Tiger  Balm  as  a 
reliable  and  reputable  product. 

□  More  than  20  million  jars  of  Tiger  Balm 
are  sold  annually. 

□  Tiger  Balm  is  manufactured  in  the 
industrial  heart  of  Singapore  in  a 
modern  factory  which  meets  GMP 
standards. 


surface  of  the  skin.  This  is  called 
"rubefacient"  action,  producing  a  feeling  of 
warmth  and  slight  redness  of  the  skin.  This 
is  an  indication  that  Tiger  Balm  is  beginning 
the  process  of  providing  relief. 

Tiger  Balm  can  help  you  when  your 
muscles  are  aching.  Rub  well  into  the 
affected  parts  two  or  three  times  a  day  and 
cover  for  extra  warmth.  Both  the  rubbing 
action  and  the  balm  stimulate  the  relief  of 
muscle  aches  and  pains. 


Liquid  launch  success 

Tiger  Balm  Liquid,  launched  earlier  this 
year,  has  proved  to  be  a  very  popular 
addition  to  the  range.  Tiger  Balm  Liquid 
comes  in  distinctive  packaging,  highlighting 
its  oriental  origins,  in  28ml  bottles. 

Tiger  Balm  Liquid  is  also  made  solely 
from  natural  ingredients  and  is  of  equivalent 
strength  to  the  Red  formulation.  It  offers  a 
convenient  alternative  to  those  who  prefer 
to  use  a  liquid  product. 


Tiger  Balm  for  all 

It's  not  just  sportsmen  and  sportswomen 
who  use  Tiger  Balm.  It  is  also  used  by 
masseuses  and  aromatherapists  to  relieve 
their  patients'  aching  muscles. 

It  can  be  used  in  the  office  to  relieve 
stressed  muscles.  And  after  a  long  drive  in 
heavy  traffic  you  can  rub  it  on  your  muscles 
to  relieve  the  tension  and  stress  that  has 
built  upon  the  journey. 

It  can  also  be  used  in  the  home. 
Housework  is  a  very  strenuous  activity. 
Something  as  simple  as  putting  out  the 
washing  may  cause  your  back  to  ache. 
Everyday  tasks  like  making  the  beds  and 
putting  the  dishes  away  use  many  sets  of 
muscles  which  may  begin  to  ache  after  a  few 
hours  activity. 

Tiger  Balm  is  made  from  essential  oils 
from  plants  which  have  been  used  in  China 
since  herbalism  began.  Peppermint,  clove, 
cinnamon  and  cajeput  oil  are  some  of  the 
exotic  natural  ingredients  in  Tiger  Balm. 
These  oils  all  have  pharmacopoeia 
specifications  and  all  the  oils  used  in  Tiger 
Balm  meet  these  standards  to  ensure 
consistant  quality.  Thus  Tiger  Balm 
products  may  be  displayed  and 
recommended  in  the  full  knowledge  that 
they  are  efficacious  and  of  the  highest 
quality. 

For  further  information  about 
Tiger  Balm  please  contact:  Tiger  Balm 
Ltd,  c/o  Chartwell  Business  Systems, 
Victoria  House,  Grover  Street, 
TUNBRIDGE  WELLS,  Kent  TN12QB. 
Tel:  0892  35728. 

Or:  LRC  Products  Ltd,  North  Circular 
Road.  LONDON  EC4  8QA.  Tel:  081-527 
2377. 


Christmas  provides  one  of  the  few  occasions 
in  the  year  when  you  can  really  have  fun  with 
your  customers.  It's  a  time  to  show  off  your 
skills  and  help  them  create  the  perfect  party 
image.  Let's  face  it,  we  all  want  to  look 
great  for  the  shop  or  office  Christmas  do  and 
throw  off  our  everyday  image,  even  if  it's 
just  for  an  evening.  Well,  don't  despair,  it's 
easy  to  create  a  new  look  with  a  few  basic 
guidelines. 

Taking  it  easy 

Preparing  for  a  party  should  be  fun,  but  it 
must  be  done  slowly.  Rule  number  one, 
don't  ever  rush  to  get  ready  —  it  will  only 
fray  your  nerves  and  make  it  difficult  to  relax 
once  you  get  to  the  party!  Persuade 
customers  to  pamper  themselves  with  a 
relaxing  herbal  foam  bath  as  they  get  ready 
for  a  big  night  out.  A  good  soak  in  the  tub 
before  putting  on  the  glad  rags  is  the  best 
way  to  get  rid  of  tension  and  get  into  the 
party  mood,  though  take  care  not  to  soak  for 
too  long  as  you  could  end  up  looking  like  a 
prune! 

Party  time  is  indulgence  time,  a  time  to 
feel  special,  so  a  long  bath  should  be 


don't  need  to  alter  their  foundation  colour 
for  evening  wear.  Many  women  feel  they 
have  to  go  a  shade  darker  for  evening,  but 
there  is  really  no  need:  it's  far  better  to 
apply  a  heavier  covering  of  a  colour  the 
customer  knows  suits  her  skin  tone.  A 
heavier  application  can  usually  be  achieved 
by  applying  the  foundation  with  a  damp 
sponge,  this  helps  it  to  stay  put  longer  too! 

A  hint  of  colour 

Blusher  is  an  intricate  part  of  any  make-up 
routine,  but  remember  we  all  tend  to  colour 
up  furiously  at  parties  so  go  steady  or  y<  >u 
could  end  up  looking  like  a  lobster!  A  gentle 
sweep  of  colour  is  all  it  takes,  warm,  clear 
shades  of  apricot  are  a  safe  bet  ,  brighter 
pinks  are  far  better  for  daytime  wear. 
Persuade  customers  to  keep  a  stock  of 
several  blushers  so  they  can  match  to  suit 
the  mood. 

Powder  blusher  is  usually  the  best  bet  as 
parties  often  heat  up  making  cream 
formulations  disappear.  A  good  dusting  of 
translucent  powder  will  not  only  help  make- 
up stay  put,  but  keep  shine  at  bay.  For  any 
customers  with  particular  "high  colour' ' 


along  to  do  the  job  properly ! 

We  took  three  shades  of  brown  and  gold 
to  match  our  first  model's  outfit  (left).  The 
palest  shade  was  put  over  the  lids,  with  the 
medium  tone  in  the  eye  socket.  We  used  the 
darkest  shade  in  a  triangle  at  the  outer 
corner  of  the  lower  half  of  the  lid,  with  a  little 
colour  smudged  under  the  outer  corner  of 
the  lower  lashes. 

With  our  second  model,  we  had  a  bit  of 
fun  and  went  for  a  fancy  dress  theme  using 
pinks  and  blues,  but  still  co-ordinating 
colours  with  the  outfit.  The  number  of 
customers  coming  in  and  asking  you  how  to 
t  reate  (his  kind  of  look  will  probably  be  in  a 
minority  (thank  goodness!) 

Coloured  mascara  can  be  very  effective 
as  can  some  of  the  glitter-filled  eye  shades. 
Again  these  are  probably  best  for  younger 
customers  as  they  can  crease  on  older  eyes. 
Colours  should  be  strong  and  clear , 
especially  if  lights  are  likely  to  be  dimmed: 
pali'  shades  can  be  lost  m  subtle  lighting! 
The  mam  thing  is  to  go  for  something  totally 
new  with  your  customer,  so  she  feels  and 
looks  a  million  dollars. 

Hair  raising  tricks 

i  real  problem  —  if  you  can 
when  hair  will  go  wrong,  it 
a  special  occasion.  The 
ir  is  lots  of  "oomph" ,  so 


L_  

gels,  mousses,  sprays  and 
lucts.  Dry  hair  upside- 
)dy;  for  a  real  buzz, 
3  dry  hair  and  use  a  dryer  a 
ranch  it  up. 

slick  back  shorter  styles 
latic  evening  look, 
jnger  hair  can  make  use  of 
r  accessories  on  the 
lies,  slides,  bands,  clips, 
1  the  like.  In  most  cases, 
led  with  an  outfit  for  a 
inated  look. 

rate  customer  who  hasn't 
ler  hair,  dry  shampoos  are 
can  be  sprayed  in  and 
latter  of  minutes, 
ure  the  powder  is 
?d  out  or  hair  can  look  dull 


little  extras 

ittle  extras  in  your  shop 
treat  themselves  to  for 
e,  jewellery,  false  nails, 
1  like.  Display  them 
ce  allows  and  steer 
is  them.  Emphasise  the 
ipering,  most  customers 
;ent  mood,  so  indulge 

ners  to  create  a  party  look 
■ding  and  great  fun  too.  But 
rself  at  this  busy  time  of 
sn't  just  for  the  consumer, 
make  sure  you  look  tip-top 
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Customers  will  soon  be  coming  into  your  shop  looking  for  ideas  to  pep  up 
their  party  image  Don't  just  suggest  a  new  dress,  show  them  how  to  put  a 
fizz  into  their  beauty  routine  for  some  sizzling  party  effects! 


Party  hair  can  be  i 
guarantee  a  night 
will  be  just  before 
secret  to  party  ha 


It'spartytime 

1  J 


followed  with  a  liberal  application  of  body 
lotion  —  encourage  customers  to  spoil 
themselves  with  a  body  lotion  to  match  their 
favourite  perfume.  It  keeps  skin  silky 
smooth  and  means  that  glamour  starts  at 
skin  level! 


Making  faces 


When  women  get  ready  for  parties,  it's 
always  their  make-up  that  causes  most 
problems.  Those  who  don't  usually  wear  it 
are  desperate  to  look  their  best;  those  who 
always  wear  it  are  desperate  for  a  change. 
This  is  where  you  come  in  —  it's  your  job  to 
steer  them  towards  the  party  look  that  is 
right  for  them. 

Take  an  interest  in  the  occasion,  the 
venue,  what  the  customer  plans  to  wear 
and ,  if  you  haven '  t  passed  out  with  envy , 
work  with  her  to  create  a  new  party  image. 
Don't  be  afraid  to  experiment,  that's  what 
it's  all  about,  finding  the  right  image  for  the 
right  occasion. 

Evening  make-up  this  year  is  a  stronger 
version  of  the  day-time  look  —  flawless, 
natural,  but  at  the  same  time  bold,  bright 
and  warm.  Go  for  colours  your  customer 
would  never  dream  of  wearing  but  first , 
make  sure  they  suit  her  and  second,  make 
sure  she  feels  comfortable  in  them.  The 
best  way  to  enjoy  a  party  is  to  feel  confident, 
and  your  customer's  new  look  should  give 
her  this  confidence. 

All  good  party  faces  have  to  be  based  on 
a  flawless  palette;  correctly  applied 
foundation  evens  out  surface  colour  and 
conceals  minor  imperfections.  Customers 


problems,  recommend  colour  corrective 
bases.  They  can  also  be  used  to  perk  up  a 
tired  looking  complexion. 

Older  customers  should  stay  well  clear  oi 
frosted  blushers  as  they  can  accentuate 
wrinkles,  although  they  can  be  very 
flattering  on  young  skins.  Advise  customers 
to  apply  blusher  with  a  large  brush  in 
sweeping  upward  motions. 


Party  pouting 


Without  a  doubt,  the  emphasis  for  party 
make-up  is  on  lips  and  eyes.  Like  blusher, 
lipstick  should  complement  skin  tone  and 
clothing.  Steer  customers  to  bolder, 
brighter  shades  for  evening  wear  so  they 
can  smile  and  pout  with  style! 

Too  many  women  tend  to  stick  to  the 
same  old  shades  that  they  feel  comfortable 
with  so  change  their  minds  and  persuade 
them  to  experiment.  It's  amazing  what  a 
difference  a  new  lipstick  can  make.  Strong 
reds,  fuschias  and  even  bronzes  and  golds 
can  be  very  effective . 


An  eye  for  an  eye 


For  eyes,  customers  can  go  crazy  with  the 
plethora  of  colours  available  for  this 
season's  evening  look.  Persuade  them  to  go 
to  town  by  experimenting  with  new  looks 
and  shades.  The  possibilities  are  limitless 
and  are  only  dependent  on  eye  colour  and 
shape.  Always  consider  the  colour  of  the 
party  outfit  before  recommending  eye 
shades  —  get  customers  to  bring  the  dress 


make  good  use  of 
other  styling  prod 
down  for  lots  of  b< 
reapply  mousse  t< 
second  time  to  sc 

Alternatively, 
with  gel  for  a  dran 
Customers  with  1< 
the  numerous  hai: 
market  —  scruncl 
ribbons,  bows  an< 
they  c?n  be  mate! 
stunningly  co-ord 

For  the  despe 
had  time  to  wash  I 
the  answer.  They 
brushed  out  in  a  n 
However,  make  s 
thoroughly  brusln 
and  lifeless. 

The 

Don't  forget  the  li 
that  people  might 
parties  —  perfuni 
face  packs  and  the 
prominently  if  spa 
customers  towan 
importance  of  pan 
will  be  in  an  indulg 
them! 

Helping  custoi 
can  be  very  rewar 
don't  neglect  you: 
year,  pampering  i 
so  use  our  tips  to 
for  your  own  parti 
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When  Jayne  Round,  the  second  of  our  model  assistant  winners,  came 
to  our  studio  she  was  fed  up  with  the  image  she  was  projecting.  "I 
need  a  boost,  but  I  don't  know  where  to  start"  she  said.  We  couldn't 
resist  the  challenge,  see  what  you  think  of  the  results 


Jayne  works  for  Lloyds  Chemist  in 
Wednesbury  and  has  a  very  busy  schedule 
at  the  moment,  with  little  time  to  spend  on 
her  make-up  and  hair.  "I  get  up  and  dash  out 
in  the  morning  and  get  back  quite  late  in  the 
evening,  so  I  don't  have  too  much  time  to 
spend  experimenting  with  my  looks, ' '  she 
told  us. 

Beauty  in  a  minute 

With  her  busy  lifestyle,  we  decided  Jayne 
needed  a  look  that  was  easy  to  manage. 
With  her  ivory  skin  tone,  blue  eyes  and  good 
bone  structure,  Jayne  had  bags  of  potential. 
We  finally  decided  on  a  warm,  natural  look 
using  lots  of  bright  clear  colours  —  subtlety 
was  the  key,  although  we  were  determined 
that  the  change  would  be  dramatic.  When 
she  arrived  Jayne  wasn't  wearing  any  make- 
up at  all,  and  her  hair,  which  had  just  been 
permed,  was  loosely  framing  her  face. 


Making  faces 


Cutting  it  fine 


First  things  first,  we  decided  Jayne's  hair 
had  to  be  substantially  cut  and  taken  off  her 
face  to  show  off  her  naturally  pretty 
features.  The  perm  had  dried  her  hair  and 
we  felt  that  a  good  cut  would  help  get  it  back 
into  shape.  After  conditioning  and  combing 
through,  the  salon  stylist  set  to  work  with 
the  scissors! 

Jayne's  heavy  fringe,  which  was  growing 
forward  from  the  crown,  was  reduced 
substantially  and  taken  off  her  face.  The 
sides  were  shaped  above  the  ears  and  the 
back  left  slightly  longer  to  soften  the  look. 
The  style  was  then  finger-dried  with  the 
help  of  styling  mousse.  A  little  hairspray 
held  the  final  effect.  The  small  amount  of 
perm  left  in  the  hair  also  helped  to  give 
added  volume  and  height. 

We  showed  Jayne  how  to  dry  the  style 
with  the  minimum  of  fuss  and  explained  that 
it  could  quite  easily  be  done  in  the  morning 
before  work.  The  key  to  keeping  this  style 
looking  good  is  regular  cutting  and  we 
suggested  Jayne  visit  her  hairdresser  at 
least  every  six  weeks. 


We  decided  on  velvety  shades  of  warm 
brown  to  bring  out  the  blue  in  Jayne's  eyes. 
A  biscuit  shade  was  applied  over  the  entire 
eye  area  followed  by  velvet  brown  in  the  eye 
socket.  This  shade  was  then  continued 
under  the  bottom  lashes  to  open  up  the 
eyes.  A  darker  shade  of  brown  was  then 
used  on  the  outside  corner  of  the  eye  for 
depth.  We  emphasised  Jayne's  beautifully 
thick  eye  lashes  with  a  slick  of  Max  Factor's 
2000  Calorie  Mascara  in  Barely  Black. 

The  cheek  of  it 

Max  Factor's  Rosewood  blusher  was  used 
to  define  Jayne's  classic  bone  structure  — 
we  showed  her  how  to  apply  the  blusher  in 
large  sweeping  strokes  up  to  her  temples  to 
emphasise  her  superb  cheek  shape.  We  also 
took  a  little  of  the  blusher  into  the  eye 
socket  line  for  further  depth  and  warmth. 


Powder, 

/?OSBjjOOD 


Hot  lips 


We  decided  on  a  bright,  clear  colour  for  her 
lips  to  add  a  bold  touch  to  the  overall  look. 
We  chose  Max  Factor's  Lasting  Colour 
lipstick  in  Spiced  Pink  —  a  warm,  bold  shade 
without  being  garish.  A  shade  of  Poppy  Max 
Factor  nail  enamel  gave  a  sophisticated 
touch  to  the  look  (although  this  was  strictly 
for  evening  wear). 

The  overall  look  was  simple,  easy  to 
create  and  perfect  for  a  busy  lifestyle.  We 
were  delighted  with  the  stunning  result,  but 
how  did  Jayne  feel?  "I'm  speechless.  I  just 
don't  recognise  myself.  I  love  the  look  and  it 
has  encouraged  me  to  start  experimenting 
with  make-up.  I  have  always  wanted  to,  but 
have  never  reallv  known  where  to  start! 
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Factfile 


Subject:  Zinc 

1.  Zinc  is  one  of  the  trace  minerals  essential 
for  health  in  man  and  animals,  and,  for  that 
matter,  in  plants  too.  In  nature,  zinc,  a  metal, 
is  present  in  the  earth's  crust  at  a 
concentration  of  around  0.02  per  cent.  As 
such  it  is  the  23rd  most  abundant  of  all  the 
elements. 

2.  In  the  human  body,  zinc  plays  an  extensive 
role  as  a  "cofactor' '  in  over  800  enzyme 
systems.  It  is  present  is  all  body  organs, 
tissues,  fluids  and  secretions.  Eighty  per 
cent  of  the  total  body  content,  estimated  at 
around  2.6  grams  for  a  70kg  (11  stone)  adult, 
is  located  in  the  muscle  and  bone. 

3.  Zinc  is  obtained  from  the  diet,  with  about 
70  per  cent  derived  from  meat,  fish  and 
poultry  in  a  traditional  mixed  diet.  In  general, 
dark  red  meat  has  a  higher  zinc  content  than 
white  meat.  The  richest  food  source  is. 


surprisingly,  oysters,  which  can  contain  up  to 
lg  per  kilogram.  Cereals  are  an  important 
source  of  dietary  zinc  in  many  parts  of  the 
world;  vegetables,  because  of  their  high 
water  content,  are  only  modest  sources. 
Processing  of  food  can  significantly  reduce  its 
available  zinc  content. 

4.  As  well  as  being  more  plentiful  in  these 
animal  sources,  zinc  is  more  efficiently 
absorbed  too.  Phytic  acid,  which  is  found 
widely  in  cereals,  nuts,  leguminous 
vegetables  (beans,  peas  etc)  and  some  fruits 
tends  to  prevent  absorption  of  zinc  even  if 
plentiful  concentrations  are  available  for 
absorption.  Dietary  fibre  can  reduce 
absorption  by  binding  to  zinc . 

5.  In  the  body  zinc  is  required  for  growth, 
both  in  the  production  of  protein  and  in  the 
synthesis  of  DNA  —  the  '  'genetic 
blueprint" .  It  is  also  needed  for  the  release  of 
insulin,  for  the  production  of  male  sperm  and 
female  eggs,  and  for  proper  brain  functioning. 
G.  Gross  zinc  deficiency  is  uncommon  in  the 
UK,  but  the  World  Health  Organisation  says 
it  is  the  second  most  common  mineral 
deficiency  in  the  world,  after  iron. 

7.  Signs  of  deficiency  are  loss  of  appetite 
(possibly  with  disorders  of  the  sense  of  taste) 
and  impaired  healing  of  wounds.  In  severe 
deficiency  states,  the  skin  problems  are  more 
severe.  There  is  an  increased  susceptibility 
to  infections  and  mood  changes.  Deficiency  in 


pregnancy  may  cause  slow  mental 
development  in  the  offspring  and  failure  to 
thrive.  Some  experts  claim  that  white  spots 
on  the  nails  are  a  symtom  of  zinc  deficiency. 

8.  Zinc  deficiency  can  also  be  caused  by  other 
factors,  like  inadequate  intake  through 
vegetarianism  (even  meat  substitutes  like 
textured  vegetable  protein  are  high  in  phytic 
acid)  and  restricted  protein  diets, 
malabsorption  through  inflammatory  bowel 
diseases  and  pancreas  and  liver  disorders, 
and  through  increased  zinc  losses  in  burns, 
diuretic  therapy,  and  chronic  blood  loss. 

9.  The  UK  has  no  recommended  daily 
allowance,  but  health  authorities  in  the  USA 
recommend  an  intake  of  15mg  for  men  aged 
11-50,  reducing  to  12mg  a  day  in  the 
over-50s.  In  women  the  lower  figure  is  lOmg 
post-menopause. 

10.  Claims  have  been  made  and  investigations 
are  continuing  into  the  use  of  zinc  as 
treatment  for  a  number  of  conditions.  These 
include:  treating  skin  problems  like  acne, 
eczema  and  psoriasis,  sickle  cell  disease, 
prostate  problems,  the  common  cold, 
infertility  and  genital  herpes. 

11.  Like  many  other  minerals,  zinc  can  be 
toxic  in  high  dosage,  causing  a  reduction  in 
the  levels  of  the  beneficial  HDL  cholesterol  in 
the  blood  with  long-term  use.  High  doses  of 
zinc  may  also  affect  iron,  calcium  and 
particularly  copper  levels. 


SHOPTALK 


First  f>nzc  in  the  Femfresh  competition  featured  in  our  June  issue  — 
three  nights  in  a  luxury  hotel  near  the  Chumps  Elysees  in  Paris  —  proved 
suitably  romantic  for  the  winner.  Pauline  Waller,  of  Andrews 
Pharmacy,  Shane  Street,  London ,  and  her  husband  had  just  celebrated 
their  first  wedding  anniversary.  Pauline  is  pictured  being  congratulated 
by  Crookes  Healthcare's  Sarah  Giles  (right)  and  proprietor  Norman 
Waidhofer 


Buying  for 
men  this 
Christmas 

When  it  comes  to  expressing  an 
opinion  on  what  they  want  for 
Christmas,  men  are  pretty 
hopeless.  So  what  can  you 
suggest  to  customers  who  are 
looking  for  the  perfect  present  for 
their  man? 

This  year,  while  no  doubt 
those  aftershaves  are  going  to  be 
the  old  standby s,  you  could  take  a 
leaf  out  of  the  style  file  and 
suggest  some  male  skincare 
products. 

With  male  skincare  taking  off  in 
a  big  way  this  year,  you  should 
have  no  problem  recommending 
ranges.  RoC  have  had  a  male 
skincare  range  for  some  time  now 
and  this  month  saw  the  launch  of 
the  Almay  male  skincare  range 
which  includes  a  cleanser  and 
moisturiser. 

Foaming  facial  cleansers  are  a 
good  bet  for  men  who  are 
reluctant  to  take  the  plunge  with  a 
cream  cleanser  and  a  cotton  wool 
pad  —  they're  also  great  after 
shaving  as  many  of  them  are  said 
to  help  restore  the  skin's  pH 
balance.  Facial  scrubs  are  a  good 
idea  as  they  help  to  remove  dead 
skin  and  get  rid  of  spots  and 
pimples.  For  those  men  who  use 
an  electric  razor,  a  pre-electric 
lotion  is  a  must  as  it  helps  to 
lubricate  the  beard  and  give  a 
closer  shave. 

Try  to  push  the  aftershave 
balms  and  moisturisers  on  your 
shelf  at  the  moment.  Shaving  has 
a  terrible  drying  effect  on  the  skin 


and  these  moisturisers  help  to  put 
back  some  of  the  lost  moisture. 
However  the  success  of  a 
moisturiser  depends  on  how 
enlightened  the  potential  user  is! 

Finally  how  about  a  lip  balm  for 
his  stocking?  -  -  these  are 
especially  useful  for  sporty  men 
and  are  a  must  during  the  Winter. 

Itchy  problem 

"How  to  treat  scabies"  is  a  new 
informative  leaflet  from 
International  Laboratories, 
manufacturers  of  the  Derbac 
range. 

The  company  says  there  are 
increasingly  more  reported  cases 
of  scabies,  an  irritating  burrowing 
mite  which  affects  typically  the 
webs  between  the  fingers.  The 
leaflet  is  written  for  health 
professionals  and  it  explains  the 
problems  and  its  associated 
symptoms. 

Copies  are  available  free  of 
charge  from  Scabies  Leaflet 
Requests,  International 
Laboratories  Ltd,  Floats  Road, 
Wythenshawe,  Manchester  M23 
9NF. 
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Last  month's  competition 
answers  and  winners 


Jill  Shields  hi /Ids  aloft  her  certificate  won  as  the  best  student  to  complete 
the  NPA 's  staff  training  course  in  May.  Jill  is  the  second  assistant  from 
Hazlemere  Pharmacy,  High  Wycombe  to  win  the  award.  Pictured  with 
Jill  arc  (left  to  right)  pharmacist  Sandra  Thompson ,  local  NPA  press 
officer  Chris  Nicholson  and  Nick  Godfrey  of  Merrcll  Dow.  who 
presented  a  framed  certificate  and  a  £20  gift  voucher. 


Ho,  ho,  ha.. 


Our  prize  for  the  most  interesting 
use  of  the  Christmas  theme  this 
year  has  to  go  to  Couture 
Designer  Hosiery.  On  their 
Christmas  stocking  for  her 
Christmas  stocking  is  a  musical 
Father  Christmas  motif,  situated 


on  the  stocking  top.  He  doesn't 
say  "Ho,  ho,  ho"  but  give  him  a 
squeeze  and  he  will  sing  '  'Jingle 
Bells".  The  Father  Christmas  40 
denier  stockings  come  in  one  size, 
in  black  only,  at  £4.99.  Couture 
Marketing.  Tel:  0788  823169. 


Mismatch  No  2 

The  odd  men  out  in  the  lists 
were  (with  the  link  between  the 
rest  of  the  items  m  each  class):  1 
Dime  (pre-decimal  British  coins) 
2.  June  30  (Bank  Holidays)  .'5. 
Margarine  (dairy  products)  4. 
Arthritis  (vaccines)  5. 
Pseudoephedrine  (vitamins)  6. 
Lime  Street  (London  BR 
stations)  7.  Ian  Ogilvy  (James 
Bond  actors)  8.  Wessex 
(National  Parks)  9.  Peter 
(British  monarchs)  10.  £25 
(banknotes) 

Mrs  Gill  Hammond  I'M  Chemists,  40 
London  Road,  Blackwater, 
Camberley,  Surrey. 

Mrs  Elizabeth  Rankin  Hunters 
Chemist,  Unit  3,  Main  Street, 
Plean,  Stirlingshire. 

Sarah  Brooks  Boots  The  Chemist, 
St  Peter's  Avenue, 
Cleethorpes. 

W.Morris  Lloyds  Chemist,  238 
Court  Oak  Road,  Harborne, 
Birmingham. 


Mrs  B  Hall  Selles  Chemist,  39 
Barnsley  Road,  South  Elmsall, 
Pontefract,  West  Yorkshire. 


Wordsearch  Noll 

The  words  revealed  when  the 
Wordsearch  was  completed 
were:  ephedrine, 
phenylpropanolamine, 
paracetamol  and  menthol. 

Jayne  Fleming  ( !  Pennan  &  P 
Roberts  Ltd,  12  Albert  Road, 
Levenshulme,  Manchester. 

Raj  Kumari  I  lalvair  Pharmacy,  479 
Bearwood  Road,  Smethwick, 
Warley,  West  Midlands. 

Miss  Kerry  Straw  B  G  Glover  Ltd, 
427  Hemes  Road,  Sheffield. 

Miss  C  Clay  Winson  Chemist  Ltd, 
36  High  Street,  Mansfield 
Woodhouse,  Notts. 

RAGSmith  Boots  The  Chemist, 
110-112  High  Street,  Elgin, 
Inverness. 
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Now  people  sleep 
more  peacefully -more  naturally 

faunched  in  early  1990,  Naturest  has  already  sleeplessness.  So  today,  Naturest,  a  fully  licensed 

established  itself  as  a  winner.  Lanes  have  successfully  OTC  remedy,  joins  Olbas  and  Kalms  as  yet  another 

identified  a  previously  untapped  sector  of  the  market  brand  leader  in  the  world  of  natural  remedies. 

-  people  seeking  an  effective  natural  remedy  for  Stock  up  —  sleep  well! 

(£^3  —  leaders  in  natural  health  care 


SUREST 


A  traditiohaf 
herbal  remedy  for 
the  treatment  of 
temporary  or 
occasional 
sleeplessness. 


Distributed  lo  the  pharmacy  trade  by  Ernest  Jackson  &  Co  Lid  Telephone  03632  2251 


The  National  Pharmaceutical  Association's  "Ask  your  pharmacist' 
series  of  Questions  and  Answers  is  syndicated  to  newspapers  up 
and  down  the  country  on  a  monthly  basis.  Each  issue,  Over  the 
Counter  features  the  next  month's  "Q&A"s 


My  teenage  daughter  is  pestering  me  to  let  her  have  her  ears  pierced,  but 
I  'm  worried  that  she  could  get  an  infection.  What  do  you  advise? 
Some  serious  infections  can  be  caused  by  ear  piercing  —  so  it  is  very  important  to 
visit  a  reputable  clinic  or  shop,  which  sterilises  its  equipment.  Find  out  if  the  service 
is  offered  at  your  local  pharmacy.  It  is  important  to  keep  the  ears  clean  using 
antiseptic  solution  or  wipes  to  prevent  bacterial  infection.  People  who  are  allergic 
to  things  like  detergents  and  metal  watchstraps,  should  choose  pure  metal  earrings, 
eg  gold  or  silver. 

/  have  a  cluster  of  warts  growing  very  slowly  on  the  thumb.  What  causes 
them  and  are  they  infectious? 

Warts  are  small,  harmless  growths,  caused  by  a  virus  on  the  skin.  Often  appearing 
suddenly,  they  are  unsightly,  but  not,  in  any  way,  a  danger.  Warts  are  contagious  and 
may  be  spread  by  touch.  If  left  alone,  they  will  eventually  go  away,  but  if  they  are 
annoying  you  or  you  are  unhappy  about  them,  ask  your  pharmacist  to  recommend  a 
suitable  treatment. 

Dining  my  mother 's  recent  visit  to  her  GPfora  smear  test,  he  found  a 
small  polyp.  He 's  told  her  it  needs  to  be  removed,  but  she  didn  't  ask  him 
why.  Can  you  explain? 

Polyps  are  small  growths  which  project  from  the  cervix  (neck  of  the  womb),  or  any 
other  mucous  membrane,  such  as  the  lining  of  the  nose  or  the  intestine.  They're 
rarely  dangerous,  but  when  they  appear  on  the  cervix  they  have  to  be  removed 
surgically  because  they  can  cause  problems  such  as  extra  heavy  periods  or  bleeding 
between  periods. 


/  am  going  through  '  'the  change  of  life ' '  and  have  been  undergoing 
hormone  replacement  therapy  tor  about  six  months.  Why  do  I  have  to 
pav  £6. 10  —  double  the  usual  prescription  charge  —  for  my  monthly 
pack  of  pills? 

The  NHS  rules  state  that  a  separate  charge  should  be  levied  on  each  drug  prescribed. 
Your  packet  of  tablets  contains  two  drugs  to  replace  the  natural  hormones  oestrogen 
and  progesterone  that  your  body  is  ceasing  to  produce.  Therefore,  you  are  asked  to 
pay  £3.05  for  each  of  the  two  drugs  contained  in  your  treatment,  even  though  they 
are  dispensed  in  the  same  packet.  You  may  be  able  to  save  yourself  some  of  the  cost 
of  your  treatment  by  buying  a  prepayment  certificate  (or  "season  ticket").  You  can 
get  an  application  form  from  either  your  pharmacy  or  the  post  office.  A  £15.80 
certificate  will  cover  the  costs  of  all  your  prescribed  medicines  for  four  months.  A 
year's  certificate  costs  £43.80. 

/  would  like  to  try  some  new  skincare  products,  but  I  have  sensitive 
skin.  Is  there  any  way  of  finding  out  in  advance  whether  I  will  react  to 
them? 

You  should  test  new  products  by  applying  a  thick  layer  of  the  cream  to  a  small  area 
of  skin  the  size  of  your  thumbnail.  Leave  it  as  long  as  you  can  before  removing  it,  and 
reapply  it  every  morning  for  three  days.  It  there  is  no  reaction  by  then,  it  is  probably 
safe  to  assume  that  the  product  suits  you.  However,  if  you  react  badly  to  the  new 
products,  either  revert  back  to  old  favourites,  or  ask  your  pharmacist  to  recommend 
a  product  which  might  be  more  suitable  for  your  sensitive  skin.  Then  repeat  the 
"patch  test"  with  this  new  product. 

My  mother  keeps  complaining  that  her  cars  feel  '  'bunged-up ' '.  /  have 
checked  them  for  her  and  found  a  lot  of  ear  wax  inside.  Should  she  go 
to  the  doctor  to  have  her  ears  syringed? 

Ear  wax  is  a  normal  product  of  the  ear  canal,  and  the  flow  of  wax  helps  keep  the  canal 
clean.  It  is  normally  unnecessary  to  remove  wax  —  however,  if  she  is  concerned,  she 
should  visit  her  doctor.  He  can  prescribe  ear  drops  to  soften  the  wax.  One  the  wax 
is  softened,  the  ear  can  then  be  syringed,  if  necessary.  Ask  your  pharmacist  about 
how  best  to  use  the  ear  drops.  If  the  softening  treatment  does  not  seem  to  work 
after  a  few  days,  your  mother  should  see  her  doctor. 

/  'm  only  25  and  I  already  have  some  grey  hair  appealing.  Why?  What 
makes  the  hair  go  grey? 

Grey  hairs  can  appear  at  any  age.  but  by  thirty  most  people  have  a  few  and  are 
wondering  why.  The  time  when  hair  starts  greying  depends  mainly  on  heredity,  though 
stress  and  lack  of  some  vitamins  may  also  have  an  effect.  As  hair  ages,  the  formation 
of  colour  pigment  in  the  hair  shaft  slows  down.  As  the  pigment  fails  to  form,  air  takes 
its  place,  so  the  hair  strand  appears  white  or  grey. 
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OTC  MEDICINES  LISTING 


Coughs 


A  cough  is  designed  to  clear  the  airways  of  irritants  and  obstructions. 
They  can  be  subdivided  into  voluntary  and  involuntary  and 
productive  or  non-productive.  Voluntary  coughs  are  deliberate 
actions  to  clear  the  lungs  and  throat.  Involuntary  coughs  arise 
through  mechanical,  chemical  or  nervous  stimulation,  such  as  chest 
infections,  smoke,  foreign  bodies,  dust  and  mucus. 

Productive  coughs  are  often  described  as  "loose"  or  "chesty", 
and  they  bring  up  mucus  or  phlegm.  This  effect  —  expectoration  — 
should  be  encouraged.  Steam,  with  or  without  an  inhalation  such  as 
Friar's  Balsam,  is  effective  and  works  by  liquefying  mucus.  Directly 
acting  expectorants,  found  in  many  cough  products,  include 
ammonium  chloride,  ipecacuanha  and  guiaphenesin.  Cough 
suppressants  should  not  be  recommended  to  people  suffering  from 
chesty  coughs. 


Actifed  Compound  Linctys  (P) 

Welcome 

Linctus  containing  triprolidine  1.25mg, 
pseudoephedrine  30mg  and 
dextromethorphan  Wmgin  5ml 
Dry  coughs  and  other  symptoms  that 
accompany  coughs  and  colds  such  as 
runny  nose,  catarrh  and  nasal 
congestion 

Dose  three  times  a  day  Adults:  10ml 
Children  612:  5ml  2-5: 2.5ml 
Caution:  May  cause  drowsiness 
100ml  £1.95  200ml  £3.15 

Actifed  Expectorant  ® 

Contains  triprolidine  1.25mg, 
pseudoephedrine  30mgand 
guaiphencsin  lOOmg  in  5ml 
Relieves  chesty  coughs 
Dose  as  above 

Caution:  May  cause  drowsiness 
LOOml  £1.95, 200ml  £3.15 


Balm  of  Gilead  Cough  Mixture 

Heath  &  Heather 

Syrup  containing  balm  of  Gilead  liquid 
extract  0.4ml,  squill  tincture  0.25ml 
and  simple  tincture  of  lobelia  0.2ml  in 
5ml 

Traditional  herbal  remedy  for 
symptomatic  relief  of  coughs  and 
catarrh 

Adults:  10ml  three  times  a  day 
200ml  £2.79 

Balm  of  Gilead  Cough  Pastilles 

Pastilles  each  containing  extracts  of 
balm  of  Gilead  buds  8%,  squill  tincture 
2.5%  a>id  squill  tincture  of  lobelia  2% 
Adults:  I  Jissolve  one  in  the  mouth  as 
required,  up  to  a  maximum  12  a  day 
1.5oz£0.99 


Beecham  Coughcaps 


® 


SmithKline  Beecham 

Yellow/orange  capsules  with  orange  and 
white  beadlets,  each  containing 
dextromethorphan  29.5»igin  a 
sustained  release  base 
Coughs 

Adults:  One  three  times  a  day 
10  £2.29 


Benylin  Chesty  Cough 

Linctus  (p) 

Warner  Lambert 

Clear  red  syrup  containing 
diphenhydramine  I4mgand  menthol 
l.lmgin  each  5ml 


Cough  and  congestive  symptoms 
Adults:  10ml  four  times  daily  Children  612: 
5ml  four  times  daily 
125ml  £2.09  :iOOmf£4.15 

Benylin  Dry  Cough  Linctus  (P) 

Clear  red  syrup  containing 
diphenhydramine  14mg, 
dextromethorphan  6.5mg,  sodium 
citrate  57mg and  menthol  l.lmgin  each 
5ml 

Persistent  dry,  irritating  coughs 
Dosage  as  above 
125ml  £2.09 


Benylin  Mentholated  Linctus  (P) 

Clear  green  syrup  with  a  menthol  taste 
and  odour,  containing 
diphenhydramine  14mg, 
dextromethorphan  6. 5mg, 
pseudoephedrine  22.5mgand  menthol 
1 .75mg  in  each  5ml 
Cough  and  congestive  symptoms, 
particularly  those  associated  with  colds 
Dosage  as  above 
125ml  £2.09 

Benylin  Childrens  Cough  Linctus  (F) 

Clear  red  syrup  containing 
diphenhydramine  7mg,  menthol  0.55mg 
and  sodium  citrate  28. 5mg  in  each  5ml 
Cough  and  its  congestive  symptoms 
Children  6-12: 10ml  four  times  a  day  1-5: 
5ml  four  times  a  day 
125ml  £1.89 

Benylin  Childrens  Sugar  Free  (P) 

Clear  raspberry  flavoured  syrup 
sweetened  with  sorbitol,  ingredients  as 
for  Childrens  Cough  Linctus  above 
125ml  £1.89 


® 


Cupal 


Clear,  red,  loganberry-flavoured  syrup , 
containing  dextromethorphan 
hydrobromide  lOmg,  menthol  0.5mg, 
glycerin  0.25ml  and  alcohol  1ml  in  each 
5ml 

Relief  of  bronchial  congestion,  chest 
and  throat  irritation,  catarrh 
Adults:  5ml  four  times  a  day 
Caution:  Asthmatics  should  consult  a 
doctor  before  use 
100ml  £1.85 


Bronalin  Expectorant  Linctus  (P) 


Cupal 


Clear  red  syrup  containing 
diphenhydramine  14mg,  sodium  citrate 
57mgand  ammonium  chloride  I35mg 
in  5ml 

Relief  of  coughs  and  colds 

Adults:  5-10ml  every  2  or  3  hours  Children 

6-12:  5ml  every  3  or  4  hours 

Caution:  Not  to  be  taken  during 

pregnancy. 


Non-productive  coughs  include  the  barking  cough  and  nocturnal 
tickle  which  keeps  the  patient  awake.  Non-productive  coughs  which 
have  been  present  for  any  length  of  time  should  be  properly 
investigated.  Dry  coughs  really  only  need  to  be  treated  if  they  are 
bothersome  at  work  or  prevent  sleep.  In  the  short-term,  sips  of 
water,  warm  drinks  or  bland  linctuses  may  help.  If  not,  cough 
suppressants  like  codeine,  pholcodine  and  dextromethorphan  can  be 
used.  Codeine  can  cause  constipation  and  can  be  abused,  drawbacks 
not  seen  with  dextromethorphan. 

When  advising  on  coughs,  make  sure  you  get  the  full  picture. 
Some  potentially  very  serious  conditions  may  begin  as  a  cough.  A 
patient  who  reports  a  long-standing  cough  shortness  of  breath, 
severe  pain  on  breathing  in,  or  weight  loss,  should  be  referred  to 
your  pharmacist. 


May  cause  drowsiness 
140ml  £1.95 


® 


Bronalin  Dry  Cough  Elixir 

Clear  elixir  containing 
dextromethorphan  hydrobromide  lOmg, 
pseudoephedrine  lOmg  and  alcohol  lml 
in  5ml 

1  >ry,  tickly  coughs  and  colds 
Adults:  5ml  four  times  a  day  Children  612: 
2 .  5ml  four  times  a  day 
140ml  £1.95 

Bronalin  Paediatric  Cough  Syrup  (P) 

Clear  blackcurrant-flavoured  syrup 
containing  diphenhydramine  7mg  and 
sodium  citrate  28. 5mg in  each  5ml 
Relief  of  coughs  and  colds  in  children 
Children  6-12: 10ml  three  times  a  day  1-5: 
5ml  three  times  a  day 
Caution:  May  cause  drowsiness 
140ml  £1.75 


Prices  in  this  section  are  correct 
at  the  time  of  going  to  press.  For 
I  latest  packs  and  prices,  see 
C&D       Price  Service. 


Buttercup  Syrup 


® 


LRC 

Brown  syrup  containing  squill  liquid 
extract  0. 0031ml.  chloroform  0. 025ml , 
strong  capsicum  tincture  0.0025ml, 
strong  ginger  tincture  0.005ml,  acetic 
acid  0. 19ml 

Coughs,  colds,  sore  throats 
Adults:  10ml  three  times  a  day  and  at 
night  when  cough  is  troublesome 
Children  over  2:  5ml 

75ml  £1.48, 150ml  £2.07, 200ml  £2.58 
Buttercup  Syrup  Honey  &  Lemon 

S  'ellow  syrup  containing  ipecacuanha 
liquid  extract  13.9mg,  liquid  glucose 
5.08g,  menthol  1.32mg,  honey  0.33g 
and  lemon  jiiu  t'  1  1ml  in  5ml 
Adults:  10ml  every  2-3  hours  Children: 
5  ml 

75ml  £1.48, 150ml  £2.07, 200ml  £2.58 


Copholco  Linctus 


® 


Fisons 


Dark  brown  aniseed-flavoured  syrup, 
containing  pholcodine  5.63mg,  tcrpin 
hydrate 2.82ml,  menthol  1.41  and 
cineole  0.0026ml  in  5ml 
Unproductive  and  ticklish  coughs 
Adults:  10ml  four  or  five  times  a  day 
Children  over  5:2.5-5ml 
Sip  slowlv  without  water 
100ml  £174 

Copholcoids  (P) 

Black  pastilles  each  containing 
pholcodine  4mg,  terpin  hydrate  16mg, 
menthol  2mgand  cineole  0.004ml 


Unproductive  and  ticklish  coughs 
Adults:  One  or  two  sucked  three  or  four 
times  a  day  Children  over  5:  One  three 
times  a  day  at  4-hourly  intervals 
50g£1.46 


Covonia  Mentholated  Bronchial 
Balsam  © 

Thornton  &  Ross 

Clear,  brown  syrup  containing 

dextromethorphan  hydrobromide 

3. 75mg,  guaiphenesm  25mg,  menthol 

2. 5mgand  cineole  0. 0015ml 

Troublesome  coughs  and  irritation  in 

the  throat  and  chest 

Dose  to  be  taken  every  4  hours.  Adults: 

1  ( lml  Children  over  5:  2 . 5-5ml,  with  a  little 

water  if  desired 

150ml  £1.49 


Cupal  Baby  Cough  Syrup  (?) 


Cupal 


Clear,  red,  blackcurrant  flavoured 
syrup  containing  dilute  acetic  acid 
0.42ml  in  a  sugar-free  demulcent  base 
To  relieve  and  soothe  the  irritating  and 
distressing  coughs  often  accompanying 
colds.  Specially  prepared  for  babies  and 
young  children 

Doses  every  2-3  hours.  Children  over  254: 
fOml  Over  1:  5ml  3  months  to  1  year: 

2.5-5ml 
100ml  £1.58 


Davenol  Linctus 


Whitehall 


Orange,  tangerine-flavoured  linctus 
containing  carbmoxamine  maleate 
2mg,  ephedrme  7mgand pholcodine 
4mgin  5ml 

Cough  suppressant  for  dry,  irritating 
coughs 

Doses  three  or  four  times  daily  Adults: 
5-10ml,  Children  6-12:  5ml  2-6:2. 5ml 
Caution:  Asthamtics  should  consult  their 
doctor  before  using  this  product.  May 
cause  drowsiness 


500ml  £3.94 


Do-Do  Tablets 


® 


Ciba 


Tablets  each  containing  theophylline 
lOOmg,  caffeine  30mg,  and  ephedrme 
18.31mg 

Bronchial  coughs,  breathlessness  and 
wheezeing 

One  tablet  every  four  hours.  Do  not 
exceed  four  in  24  hours 
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OTC  MEDICINES  LISTIN 


Cough  products 
continued 


Caution:  [fyou  have  a  fever,  are 
pregnant  or  receiving  medii  ines  from 
your  doi  tor  (particularly  antibiotic  sor 
antiasthmatic  drugs)  consult  him 
before  taking  Do-Do 
12  £1.09, 30  £2.15 


ES  Bronchial  Mixture 


Torbet 


Dark  brown  liquid  containing  squill 
liquid  extract  0. 0475ml,  ipecacuanha 
tint  lure  0. 075ml  and  ammonium 
bicarbonate  117. 5mg  in  5ml 
Irritating  coughs,  colds  and  catarrh 
Adults:  1 0ml  in  an  equal  quantity  of 
water  to  be  sipped  slowly  three  times  a 
day 

100ml  £1.36 


Expulin 


Galen 


Yellow,  aniseed-flavoured,  sugar-free 
linctus  containing pholcodine  5mg, 
chlorpheniramine  maleate  2mgand 
pseudoephednne  15mg  in  5ml 
Cough,  particularly  if  associated  with 
nasal  congestion,  catarrh  and  blocked 
up  sinuses 

Four  times  daily,  leaving  at  least  four 
hours  between  doses. 
Adults  and  children  over  12: 10ml  Children 
6-12: 5-  10ml 

Caution:  May  cause  drowsiness.  Consult 
your  doctor  if  you  are  asthmatic  or 
currently  taking  other  medication 
100ml  £1.97 

Expulin  Dry  Cough 


Deep  orange/red,  aniseed  flavoured 
sugar  free  linctus  containing  pholcodine 
Wnigm  5ml 
Unproductive  cough 
Adults  and  children  over  12:  5ml  every  four 
to  six  hours 
100ml  £2.10 


Expulin  Paediatric 

I'nik  aniseed  flavoured  sugar  free 
lint  lus  containing  pholcodine  2mg 
chlorpheniramine  maleate  Imgand 
menthol  1  -  lmg  in  5ml 
Cough,  colds  and  flu 
Children  310:  10ml  two  or  three  times 
daily  1-3:  5ml  two  or  three  times  daily 
Caution:  May  i  ause  drowsiness 
100ml  £1.90 


Expurhin 


(P)  Galen 


( hange  sugar-free  linctus  containing 
ephednue  imgand  chlorpheniramine 
maleate  lmg  in  each  5ml 
Congestion  and  hypersecretion  in  the 
upper  respiratory  tract 
Children  6-12:  10-1 5ml  three  times  a  day 
1-5:  5- 10ml  three  times  a  day  3  monthsl: 
2.5-5ml  twice  daily 
Caution:  May  cause  drowsiness 
Asthmatics  should  consult  their  doctor 
before  using  use 
100ml  £1.69 


Fisherman's  Friend  Honey  Cough 
Syrup  © 

Lofthouse  as  Fleetwood 

Syrup  containing  honey  1 .25ml,  squill 
vinegar  0.9ml ,  anise  oil  0.005ml, 
peppermint  oil  0.0025ml,  menthol 
2.5mgand cmeole  0.001ml 
Coughs 

Dose  every  4  hours  Adults:  5-10ml 
Children  5-12: 5ml  2-5: 2. 5ml 
75ml  £1.09 


Franolyn  Expect 


Janssen 


Syrup  containing  theophylline  60mg, 

guaiphenesin  25mgand  ephedrine 

4.75mgin  each  5ml 

Productive  or  tight  chesty  coughs, 

congested  airways 

Adults:  10ml  up  to  four  times  a  day 

Children  7-12:  5ml  up  to  four  times  a  day 


110ml  £1.99 
Franolyn  Sed  (P) 

Syrup  containing  dextromethorphan 
lOmgin  each  5ml 

Dry.  unproductive,  irritating  coughs 
Dosage  as  above 
110ml  £1.99 


(P)  denotes  that  a  product  is 
Pharmacy  only  and  can  only  be 
supplied  under  the  supervision 
of  a  pharmacist. 


Hills  Balsam 


Windsor 


Brown  syrup  with  aromatic  odour 
containing  ammonium  acetate  180mg, 
capsicum  tincture  0.0105ml.  compound 
benzoin  tincture  0.156ml,  ipecat  uanha 
liquid  extract  0.025ml,  pholt  odine 
Wmg,  acetic  acid  80%  0.115ml  and 
tincture  lobelia  simple  0. 125ml  in  5ml 
For  chesty  coughs  and  bronchial 
catarrh 

Adults:  5ml  three  times  a  day  and  at 
night,  in  a  little  warm  water 
100ml  £1.59, 200ml  £2.49 

Hills  Balsam  Junior 

Brown  syrup  with  a  lemon  flavour 
containing  citric  acid  31.25>ng, 
capsicum  tincture  0.005ml,  compound 
benzoin  tincture  0.078ml,  ipecacuanha 
liquid  extract  0. 01ml  in  5ml 
Children:  5ml  three  times  a  day  and  at 
night 

100ml  £1.39 


Hills  Expectorant 


Clear  red  syrup  with  a  cherry  flavour 
containing  diphenhydramine  13.8mg, 
ammonium  chloride  136mg,  sodium 
citrate  56.25mg  in  5ml 
100ml  £1.69 

Hills  Balsam  Pastilles 

Brown,  sugar-covered  pastilles .  each 
containing  benzoin  tincture  compound 
0. 793%,  capsicum  oleoresin  0.001%, 
peppermint  oil  0.04%,  ipecacuanha 
liquid  extract  0.5%  ,  tincture  lobelia 
simple 2.5%.  and  menthol  0.11% 
Suck  one  when  required 
45g  £1.15 


Lemsip  Expectorant 


Reckitt  &  Colman 


Red  liquid  containing 
diphenhydramine  13.8mg,  a mmtou ion 
chloride  136.25mg,  sodium  citrate 
56.25mgm  5ml 

Cough  and  its  congestive  symptoms 
Adults:  5-  10ml  every  3-4  hours  Children 
6-12: 5ml 

Caution:  May  cause  drowsiness 
100ml  £1.85, 200ml  £3.25 


Lemsip  Linctus 

Pale  yellow .  honey  and  lemon  flavoured 
liquid,  containing  ipecat  uanha  liquid 
extrat  1 0.025ml,  lemon  oil  terpeneless 
0. 005ml,  glyt  crol  o.25ml,  citrit  acid 
o.025ml,  syrup  3. 75ml  and  honey  in 
5ml 

Dry  tickly  coughs  and  sore  throats 
Doses  every  2-3  hours  Adults:  15ml 
Children  6-12: 10ml 
100ml  £1.65, 200m!  £2.99 

Lemsip  Chesty  Cough 

Solution  containing  guaiphenesin  50mg 

in  5ml 

Coughs 

Adults:  15ml  four  times  a  dav  Children 
6-12: 10ml  2-6:  5ml 
100ml  £1.65 


Lotussin 


® 


Searle 


Linctus  containing  diphenhydramine 
5mgand  dextromethorphan 
hydrobromide  6.25mg  in  5ml 
Coughs  with  associated  nasal  and 
bronchial  congestion 
Dose  three  times  daily  Adults:  10ml 
Children  6-12: 5-10m]  1-5:  2.5-5m! 
100ml  £1.69 


Meltus  Expectorant 


Cupal 


Dark  brown  linctus  containing 
guaiphenesin  lOOmg,  cetylpyridinium 
chloride  2. 5mg  and  purified  honey 
500mgin5ml 


X  DODO 

EXPECTORANT 
LINCTUS 


RECOMMEND  DO-DO 
EXPECTORANT  LINCTUS 
STRONG  BRONCHIAL  COUGH 
RELIEF  ....  IN  A  BOTTLE 
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It  is  important  to  distinguish  between  non-productive,  dry  or  tickly 
coughs  and  productive,  chesty  or  loose  coughs  as  the  management 
of  the  two  is  quite  different. 

Dry  coughs  need  only  be  treated  if  the  cough  is  troublesome  at  work  or 
prevents  sleep.  Simple  linctuses  and  pastilles  provide  short-term 
relief.  Cough  suppressants  include  codeine,  pholcodine  and 
dextromethorphan  as  alternatives. 

In  chesty  coughs,  the  aim  is  to  encourage  the  removal  of  mucus. 
Expectorants  like  ammonium  chloride,  squill  and  ipecacuanha  may 
help.  Cough  suppressants  should  not  be  recommended. 

Dosages  are  included  in  the  list  for  those  age  groups  for  which  a 
medicine  is  recommended.  If  you  can't  find  a  dosage  for  a  particular 
age  of  child,  the  product  is  not  recommended.  "Adults"  includes 
children  over  12. 


Relief  of  coughs,  aids  clearing  catarrh, 
bronchitis,  influenza  and  throat 
infections 

Adults:  5-10ml  every  3-4  hours 
100ml  £1.65, 200ml  £2.75 


Junior  Meltus  Expectorant 

Dark  brown  linctus  containing 
guaiphenesin  50mg,  cetylpyridinium 
chloride  2. 5mg  and  purified  honey 
500mg  in  5ml 

Children  over  6: 10ml  three  to  four  times  a 
dav  2-6:  5ml  three  to  four  times  a  day 
100ml  £1.65 

Melius  Honey  &  Lemon 

Yellow  linctus  containing  guaiphenesin 
SOmgin  5ml  in  a  base  containing 
purified  honey,  glycerin  and  terpeneless 
lemon  oil 

Chesty  coughs  and  to  soothe  the  throat 
Dose  three  to  four  times  daily  Adults: 
10-20ml  Children  6-12: 10ml  2-6:  5ml 
100ml  £1.65 


Meltus  Dry  Cough  Elixir"  (P) 

Clear  loganberry  flavoured  syrup 
containing  dextromethorphan 
hydrobromide  lOmg,  peudoephedrine 
lOmgand  alcohol  lml  in  5ml 
Relief  of  dry  tickly  coughs  and  colds 
Adults:  5ml  four  times  a  day 
Caution:  Asthmatics  should  consult  their 
doctor  before  use.  May  cause 
drowsiness 
100ml  £1.92 

Baby  Meltus  Linctus 

Blackcurrant-flavoured  linctus 
containing  dilute  acetic  acid  0.42ml  in  a 
sugar-free  base 

Relief  of  irritating  coughs,  particularly 
in  babies  and  young  children 
Dose  every  2-3  hours  Children  over  2  Vi\ 
10ml  Over  1:  5ml  3  months  to  1  year:  2.5ml 
100ml  £1.65 


Prices  in  this  section  are  correct 
at  the  time  of  going  to  press.  For 
latest  packs  and  prices,  see 
C&D       Price  Service. 


Owbridges  Syrup 


Chefaro 


Dark  brown,  capsicum-flavoured  syrup 
containing  cetylpyridinium  chloride 
1.25mg,  acetic  acid  0.06ml,  strong 
ammonium  acetate  solution  O.  16ml, 
anise  oil  0.0025ml,  clove  oil  0.0025ml 
and  capsicum  tincture  0.025ml  in  5ml 
For  chesty  coughs 

Adults:  2 . 5-5ml  as  required .  Children  under 

5:  5-7  drops.  Dilute  in  hot  water  if 
preferred 

Caution:  Not  to  be  given  to  infants 
100ml  £1.70, 150ml  £2.10 


Pavacol  D 


® 


Boehringer 


Sugar-free  brown  liquid  containing 

pholcodine  5mu  in  5ml 

Adults:  5-10ml  ao .  ;quired  Children  6-12: 

5ml  four  to  five  times  a  day  3-5:  5ml  up 

to  three  times  a  day  1-2: 2.5ml  three  or 

four  times  a  day 

300ml  £1.49 


PMcomed  D 


® 


Me  do 


Sugar-free  blackcurrant  flavour  linctus , 

containing  pholcodine  5mg 

For  dry,  irritating  coughs 

Adults:  5-10ml  three  or  four  times  daily 

Children  2-12:  5ml  three  times  a  day  Over  1 

year:  2-5ml  three  times  daily 

125ml  £1.36, 300ml  £3.28 

Pholcoitietl  OF  (P) 

Sugar-free,  blackcurrant  flavour  linctus 
containing  pholcodine  Wmgin  5ml 
Adults  only:  5ml  three  times  a  day 
125ml  £2.24 

Pholcomed  Pastilles  (P) 

Blackcurrant-flavoured  pastilles,  each 

containing  pholcodine  4mg 

Adults:  Suck  one  or  two  pastilles  every 

hour  as  required ,  up  to  a  maximum  1 5 

daily  Children  over  6:  One  pastille  every 

hour  up  to  seven  a  dav 

20  £0.98 


Robitussin  Cough  Soother  © 


Whitehall 


Sugar-free  linctus  containing 

dextromethorphan  7.5mgand  96% 

ethanol  2.5%  in  5ml 

Relieves  dry  irritating  coughs  without 

causing  drowsiness 

Dose  three  or  four  times  dailv  Adults: 

10ml  Children  6-12:  5ml 

100ml  £1.95, 200ml  £2.95 

Robitussin  Cough  Soother  Junior  (P) 

Sugar-free  linctus  containing 

dextromethorphan  3. 75mg  and  96%' 

ethanol  2.5%  in  5ml 

Dose  three  or  four  times  a  dav  Children 

6-12: 10ml  2-6:  5ml 

100ml  £1.85 


Robitussin  Expectorant 

Sugar-free  linctus  containing 
guaiphenesin  lOOmgund 96%  ethanol 
2.5%  in  5ml 
Chesty  coughs 

Dose  four  times  a  dav  Adults:  10ml 
Children  6-12:  5ml  2-6:  5ml 
100ml  £1.95, 200ml  £2.95 


Robitussin  Expectorant  Plus 

Sugar-free  linctus  containing 
guaiphenesin  lOOmgund 
pseudocphednne  30mg  in  5ml  and  96% 
ethanol  2.57c  in  5ml 
Chesty  coughs  and  blocked  noses 
Dose  three  times  a  dav  Adults:  10ml 
Children  612:  5ml  2-6: 2  .5ml 
100ml  £1.95 


7J5S     flavoured  syrup,  containing 
^     promethazine  1. 5mg and pholcodine 
l.Smgin  5ml 

Coughs  in  children;  especially  night 
cough 

Dose  two  to  three  times  a  dav  Children 
6-10: 5-10mI  3-5: 5ml  1-2: 2.5ml 
Caution:  May  cause  drowsiness 
100ml  £1.89 


Sudafed  Linctus 


(P)   Vegetable  Cough  Remover 


Wellcome 


Linctus  containing  dextromethorphan 
hydrobromide  lOmg  and 
pseudocphednne  30mg  in  5ml 
Dry  coughs 

Dose  three  times  a  dav  Adults:  10ml 
Children  6-12: 5ml  2-5: 2.5ml 
100ml  £1.95 

Sudafed  Expectorant 


Contains  guaiphenesin  lOOmgund 
pseudocphednne  30mg  in  5ml 
Chesty  coughs 
Dose  as  above 
1 00ml  £1.95 


Throaties  Family  Cough  Linctus 

Ernest  Jackson 

Pale  straw-coloured  liquid  containing 
glycerol  0.25ml,  honey  0.5g,  citric  acid 
0.025g,  terpeneless  lemon  oil  0. 0005ml, 
syrup  3. 75ml  and  ipecac  Hq  extract 
0.025ml  in  5ml 
Sore  throats  and  tickly  coughs 
Dose  three  times  a  day  Adults:  10ml 
Children:  5ml 
100ml  £1.28 


Throaties  Children's  Cough  Linctus 

Cherry  pink  liquid  containing  acetic 
acid  78mg and  ipecac  liq  extract  2. 2mg 
in  5ml 

Coughs  in  children 

Dose  three  times  a  day  Under  1: 2.5ml 

Over  1:  5ml 

100ml  £1.28 

Throaties  Pastilles 

Original,  blackcurrant ,  lemon  honey 

and  menthol  and  menthol  and 

eucalyptus  flavour  pastilles 

Minor  throat  irritations  and  dry,  tickly 

coughs 

Take  with  reasonable  freedom 
50g  carton  £0.65, 28g  bag  £0.42 

Throaties  Catarrh  Pastilles 

Each  contain  menthol  0.6%,  abietis 
pine  oil  0.3%.,  sylvestnc pine  oil  0.3%. 
and  creosote  0.2% 
Catarrh 

Adults:  <  )ne  when  required.  No  more 
than  20  in  24  hours  Children  6-12:  One 

when  required,  no  more  than  12  in  24 
hours 

50g  carton  £0.65, 28g  bag  £0.42 


Tixylix 


Intercare 


Maroon-coloured,  blackcurrant- 


Potter's  Ilerhal  Supplies 

Brown  solution  i  ontaining  capsicum 
5mg,  blai  k  cohosh  5mg,  blood  root 
6.5mg,  ipecac  6.5mg,  lobelia  12mg, 
myrrh  15mg,  pleurisy  root  12mg,  prickly 
ash  bark  7.5mg,  scullcap  12.5mg, 
skunk  cabbage  12.5>ng,  valerian 
12.5mg,  25%.  alcoholic  extract  of  50mg 
each  of  coltsfoot  leaf,  comfrey  root, 
elecampane  root,  horehound  and 
hyssop,  anise  oil  0.003ml,  liquorice 
solid  extract  50mg  in  5ml 
Chestiness,  wheezing,  colds  and 
catarrh 

Adults:  10ml  three  to  four  times  a  day 
Children  5-14: 2.5ml  1-4: 15  drops  in  a 
little  water.  Take  in  hot  water  at  night 
200ml  £2.25 


Venos  for  Dry  Coughs 


SmithKline  Beecham 

Brown  liquid  containing  liquid  glucose 
3. 18gand  treacle  1 . 35g  in  5ml  in  a  base 
containing  aniseed  oil,  capsicum 
tincture  and  camphor 
For  dry  coughs 

Adults:  10ml  every  2-3  hours  Children 

3-12:  5ml  everv  2-3  hours 

100ml  £1.65,  l"60ml  £2.19  

Venos  Expectorant 

Brown  liquid  containing  guaiphenesin 

lOOmg,  liquid  glucose  3gand  treacle 

l.35gin  5ml 

For  chesty  coughs 

Doses  as  above 

100ml  1.65, 160ml  £2.19 


Venos  Honey  and  Lemon 

Yellow,  honey  and  lemon-flavoured 
liquid  containing  lemon  juice  lml, 
honey  0.25g,  ammonium  chloride 
30mg,  ipecacuanha  liquid  extract 
0.003ml  in  5ml 
For  tickly  coughs 

Adults:  1 5ml  every  2-3  hours  Children 
6-12: 10ml  Under  6: 5ml 
100ml  £1.65, 160ml  £2.19 


Vicks  Expectorant  Cough  Syrup 

Procter  &  Gamble 

Syrup  containing  guaiphenesin  50mg, 
cetylpyridinium  chloride  1.25mg, 
sodium  citrate 200mg 
Adults:  10ml  Children  6-12:  5ml.  Dose  to 
be  repeated  everv  3  hours  as  needed 
100ml  £1.85, 150ml  £2.45 


Your  shelves  in  12  parts 

Over  the  year,  the  product  listings  in  the  12  issues  of  Over  the 
Counter  build  up  into  a  handy  reference  source  of  OTC  medicines, 
broken  down  by  the  problems  they  are  designed  to  treat. 

If  you  have  mislaid  copies  of  Over  the  Counter,  or  would  like  to 
build  up  a  catalogue  from  scratch,  1990  back  issues  are  available,  at 
£0.50  each  or  £4  for  all  twelve.  Write,  stating  which  issues  you 
require,  enclosing  a  cheque,  to  Over  the  Counter,  Chemist  & 
Druggist,  Sovereign  Way,  Tonbridge,  Kent  TN9  1RW. 
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Sore  throats 

Information  on  recommending  for 
sore  throats  can  be  found  in  last 
month's  issue  of  Over  the 
Counter,  plO. 


AAH  Throat  Spray 


® 


Rorer 


Aerosol  spray  containing  benzocaine 
l.Smgand cetalkonium  chloride 41.3 
micrograms  per  metered  dose 
£4.25 


Bradosol 


® 


Ciba 


White  menthol  and  eucalyptus- 
flavoured  lozenges ,  each  containing 
domiphcn  bromide  0.5mg 
Sore  throats,  especially  under  12s 
One  every  2-3  hours 
24  £1.05  

Bradosol  Plus  © 

Pink  lozenges,  each  containing 

domiphen  bromide  O.Smgand 

lignocaine  5mg 

Sore  throat  with  pain 

One  every  2-3  hours,  but  no  more  than 

8  in  a  dav 

24  £1.37 


Dequacaine 


Crookes 


Buff  coloured  lozenges,  each  containing 

dequalinium  chloride  0.25mg  and 

benzocaine  lOmg 

Sore  throats  painful 

Adults:  One  lozenge  every  2  hours  or  as 

needed  up  to  8  in  24  hours 

24  £1.46  

Dequacets  ~© 

Lozenges,  each  containing  dequalinium 
chloride  0.25mgand  menthol  2, 75mg 
One  lozenge  every  2-3  hours  or  as 
needed 

24  £1.23  

Dequadin  © 

Orange  lozenges,  each  containing 
dequalinium  chloride  0.25mg. 
One  as  necessary 
20  £0.99, 40  £1.56 


Jackson's  Children's  Cough 
Pastilles 

Ernest  Jackson 

Black  pastilles  each  containing 
ipeccac  extract  liq  0. 36%  and  squill 
liq  extract  0. 73% 
Taken  as  required  up  to  a  limit  of 
Children  over  8: 12,  6-8: 10  3-5:8 
45g  £0.85 

Ernest  Jackson's  Pholcodine  Cough 
Pastilles  (1 

Green  pastilles  each  containing 
pholcodine  0. 12% 
Adults:  Up  to  two  every  4  hours 
45g  £0.90 


Ernest  Jackson's  Night  Cough  _ 
Pastilles  © 

Brown  pastilles,  each  containing 
codeine  phosphate  0. 1 78%  and  wild 
cherry  bark  3.2% 

Adults:  Up  to  four  every  2  hours  and  not 
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more  than  15  in  24  hours 
45g  £0.90 


Gee's  Linctus  Pastilles  © 

Brown  oval  ribbed  pastilles  containing 
Gee 's  linctus 

Adults:  Two  every  4  hours 

45g£0.90  

Antiseptic  Throat  Pastilles 

Each  contain  menthol  0. 127c,  camphor 
0. 03%.  and  benzoic  acid  0. 01  % 
45g  £0.90 


Labosept  Pastilles 


© 


LAB 


Sugar-free  red  pastilles ,  each  containing 
dequalinium  chloride  250  micrograms 
Infections  of  the  mouth  and  throat 
One  to  be  sucked  slowly  every  3-4 
hours,  up  to  eight  in  one  dav 
20  £1.00 


Mac  Extra 


SmitliKline  Beeeham 

Honey  and  lemon,  original  oi 
blackcurrant-flavoured  lozenges,  each 
containing  hexylresorcinol  2. 4mg 
One  every  three  hours  or  as  required. 
No  more  than  12  per  day 
Caution:  Not  to  be  given  to  children 
under  6 
24  £1.14 


Meggezones 


©  Schering-Plough 


Brown  pastilles,  each  containing 
menthol  17.3mg,  benzoin  and  liquorice 
Sore  throats,  coughs  and  congestion 
Allow  one  pastille  to  dissolve  slowly  as 
required,  up  to  15  in  a  day 
£1.15 


Mentholatum  Antiseptic 
Lozenges 


Mentholatum 


Green  lozenges,  each  containing 

menthol  16mg,  eucalyptus  oil  12mgand 

amylmctracrcsol  0. 6mg 

One  as  required,  up  to  a  maximum  9  in 

24  hours 

33g  £0.39 


Merocets 


Merrell  Dow 


Yellow,  peppermint-flavoured  lozenges 

each  containing  cetylpyridinium 

chloride  1.46mg 

Adults  and  children  over  3:  One  to  be 

dissolved  slowly  in  the  mouth  every  3 

hours,  or  as  often  as  required 

24  £1.24  

Merothol 

White  opaque  menthol  and  eucalyptus- 
flavoured  lozenges  each  containing 
cetylpyridinium  chloride  1.4mg, 
menthol  6mgand  eucalyptus  oil  5mg 
Sore  throat  and  blocked  nose 
Adults  and  children  over  3:  One  lozenge 
every  3  hours  or  as  required 
24  £1.26 


Merocaine 

Green  lozenges,  each  containing 
menthol  16mg,  eucalyptus  oil  12mgand 
amylmetacresol  0. 6mg 
Coughs,  colds  and  sore  throats 
One  as  required,  up  to  a  maximum  of 


nine  in  24  hours 
20  £1.37 


Valda  Pastilles 


Proctor's  Pinelyptus  Pastilles       Sterling  Health 


Ernest  Jackson 


Green  sugar-coated  pastilles,  each 
containing euclayptus  oil  0.842%, 
menthol  0.548%,  svlvestris pine  oil 
0. 12%,  and  abietis  oil  0. 127, 
Loss  of  voice,  relief  of  husky  voice, 
minor  throat  irritations  and  coughs 
One  frequently,  dav  and  night 
45g  £0.90 


Strepsils 


Crookes 


Original,  honey  and  lemon,  menthol 
and  eucalyptus ,  or  orange  with  vitamin 
C -flavoured pastilles,  each  containing 
dichlorobenzyl  alcohol  1.2mgand 
amylmetacresol  O.Gmg  (orange  also 
contains  lOOmg  vitamin  C) 
Suck  one  every  2-3  hours 
24  £1.35 


TCP  Pastilles 


Chemist  Brokers 


Blackcurrant,  lemon  or  honey  and 
menthol-flavoured  pastilles ,  each 
containing  TCP  liquid  antiseptic  10% 
(aqueous  solution  of  phenol  0. 1 75% , 
halogenated phenols  0.68%)  and 
sodium  salicylate  0. 052%> 
Suck  one  occasionally 
1  ^  £1.13 


Throaties  Extra 


Ernest  Jackson 


Each  contain  benzoin  tincture  0.5%, 

menthol  0. 5%  and  aniseed  oil  013%. 

Sore  throats  and  catarrh 

One  dissolved  in  the  mouth  when 

required 

24  £1.19 


Tyrocane  Throat  Lozenges 


Cupal 


Blackcurrant-flavoured  lozenges,  each 
containing  tyrothricin  0.5mg, 
benzocaine  5mgand  cetylpyridinium 
chloride  2. 5mg 

Adults:  One  as  required,  up  to  7  per  day 
but  no  more  than  7  per  day  or  1 5  in 
three  davs 

20  £1.05, 30  £1.37  

Tyrocane  Junior  Antiseptic  Lozenges 

Orange-flavoured  lozenges,  each 
containing  cetylpyridinium  chloride 
2.5mg  in  a  sugar-  free  base 
Children  6-12:  One  as  required,  up  to  8  in 

2  I  lliHIl 

20  £1.05 


Tyrozets 


® 


Merck,  Sharp  &  Dohme 

Pink,  aniseed-flavoured  lozenges,  each 
containing  tyrothricin  1  nig  and 
benzocaine  5mg 

Minor  mouth  and  throat  irritations 
One  dissolved  slowly  in  the  mouth 
every  3  hours,  to  a  maximum  eight  in 
24  hours 
24  £1.22 


Green  pastilles,  each  containing 
menthol  3.28mg,  eucalyptol  0.451mg, 
thymol  0.016mg,  terpineol  0.016mg, 
guaiacol  0.016mg 
Sore  throats  and  nasal  congestion 
One  as  required,  up  to  a  maximum  10  in 
a  dav 
60  £1.65 


Vicks  Chloraseptic  Spray  © 

Procter  &  Gamble 

Green  liquid  containing  phenol  and 
sodium  phenolate  to  a  total  phenol 
content  of  1.4% 
Pain  from  sore  throat 
Adults:  Spray  the  back  of  the  throat  five 
times,  gargle  thoroughly  and  spit  out. 
Repeat  every  2  hours  as  needed  Children 
aged  6-12:  Spray  three  times 
100ml  £2.69 


Vocalzone 


English  Grains 


Black  pastilles,  each  containing 
menthol  0. 1 7, .  peppermint  oil  0.5%, 
myrrh  0.25%  and  liquorice  extract 
1.1% 

Irritations  due  to  excessive  speaking, 

singing  or  smoking 

Dissolve  one  in  the  mouth  and  inhale 

deeplv  every  2  hours  if  required 

25g£i.35 


Zensyls 


Ernest  Jackson 


Green,  lime  flavoured  lozenges,  each 
containing be nzalkoni urn  chloride 
solution  0.04% 

Adults  and  children  over  5:  One  as  required 
24  £1.19 


Colds 


The  following  entry  for  Olbas  Oil 
should  have  appeared  in  last 
month's  listing  for  cold  products. 


Olbas  Oil 


G.R.  Lane 


Oil  comprising  cajuput  oil  18.5%,  clovt 
oil  0. 1  %.  eucalyptus  oil  34.45%  , 
juniper  berry  oil  2. 77, ,  menthol  4.1c/< 
peppermint  oil  35.45%  and  wintergreer. 
oil  3.7% 

Nasal  congestion 

Inhale  freelv.  Not  suitable  for  babies 
10ml  £1.09, 28ml  £2.05 

Olbas  Oil  Pastilles 


Pastilles  each  containing  euclayptus  oil 
1.167c  peppermint  oil  1 .127, .  menthol 
0. 1  % ,  juniper  berry  oil  0. 0677, , 
wintergreen  oil  0.047%  .  dove  ml 
0.00257c 

Cough  and  cold  symptoms 

Suck  one  as  required,  up  to  a  maximum 

of  eight  in  24  hours 

45g  £1.05  

The  Dimotapp  range  is  marketed  by 
Whitehall  Laboratories,  not  A.H. 
Robins  as  stated  last  month. 
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SHOWCASE 


Texture  is  the  keyword  for  Vichy's  latest  products:  they  believe  this 
is  the  vital  ingredient  in  the  customer's  choice  of  a  skin  cream. 

Nutri-Intense  nourishing  body  care  from  Vichy  150ml  £8.50  is  a 
lipid-rich  cream  formulated  to  soothe  dry  skin  and  combat  flakiness. 
The  aerosol  produces  a  "light ,  fluffy  micro-aerated  texture ' ' ,  which 
the  company  says  is  quickly  absorbed  with  long  lasting  effects. 

Vichy  have  also  relaunched  Equalia  and  Equalia  2000 
moisturisers  as  Equalia  rich  texture  and  Equalia  fine  texture 
respectively,  (each 30ml  £6.50).  Bothcreatea  "micro-climate"  on 
the  skin  surface  to  control  the  moisture  balance  of  the  skin  and 
protect  against  the  environment,  say  Vichy. 

The  rich  variant  contains  magnesium  lanolate,  liquid  paraffin  and 
lanolin  derivative,  formulated  into  a  "rich  smooth  cream."  The 
lighter  version  includes  5  per  cent  fatty  acids ,  8  per  cent  hydrating 
complex,  and  1  per  cent  UVA  and  UVB  filters. 
Vichy  (UK).  Tel:  0235  526747 


Reach  for  a  taste  of  the 
United  States 

Johnson  &  Johnson's  new  Reach  Junior  fluoride  mouthwash  (300ml 
£1.89)  is  available  in  the  favourite  flavours  of  American  children  — 
needless  to  say,  these  include  bubblegum!  The  mouthwash  is  for 
children  of  at  least  six  years  old,  and  is  recommended  for  daily  use 
in  addition  to  brushing.  The  product  is  sugar-free  and  the  other  mild 
flavours,  in  addition  to  yum  (bubblegum)  are  regular  (cinnamon)  and 
mint. 

The  Reach  anti-plaque  toothbrush  was  designed  with  the  help  of 
Japanese  dental  experts,  say  Johnson  &  Johnson.  The  handle 
encourages  brushing  at  a  45  degree  angle  to  the  gum  line,  as  dentists 
recommend,  and  the  bristle  configuration  is  designed  to  reach  plaque 
along  the  gum  margins. 
Johnson  &  Johnson.  Tel:  0256  20202 


Klorane  launch  dandruff 
range 

Pierre  Fabre  have  introduced  Klorane  Polyvegetal,  a  hypoaJlergenic 
treatment  range  for  dandruff.  The  range  is  unique  in  containing  two 
shampoos  to  combat  either  dry  or  greasy  dandruff,  says  the 
company. 

Both  shampoos  (150ml  £4.50)  contain  anti-fungal  ingredients  and 
extract  of  nasturtium.  The  ere  me  shampoo  for  dry  dandruff  is  also 
antibacterial,  while  gel  formulation,  for  greasy  dandruff,  contains  coal 
tar. 

Polyvegetal  anti-dandruff  lotion  125ml  £6  helps  to  prolong  the 
beneficial  effects  of  the  shampoo,  and  helps  prevent  dandruff 
recurring,  says  the  company.  It  is  recommended  for  daily  use  in 
severe  cases,  or  after  shampooing  if  the  dandruff  is  milder. 

Revitalising  concentrate  50ml  £7.50  is  a  "tonic"  containing 
essential  oils  of  orange,  rosemary  and  lavender.  It  is  recommended 
for  overnight  application,  once  or  twice  a  week  for  two  months. 
Pierre  Fabre.  Tel:  0865  742525 


L'Oreal  launch  Rayonnance 

Many  of  your  female  customers  will  have  colour  treated  or 
highlighted  hair.  L'Oreal  have  developed  the  Rayonnance  range  of 
shampoo  (250ml  £1.69)  conditioner  (200ml  £1.89)  and  intensive 
remoisturiser  (150ml  £2.19)  for  these  customers,  as  part  of  its  Special 
Care  range. 

The  colouring  process  can  easily  result  in  dull  hair.  The  company 
say  the  Rayonnance  products  are  formulated  to  enhance  colour  and 
shine,  while  protecting  and  conditioning  hair.  Both  conditioners 
contain  a  patented  light  filter  to  shield  the  hair  colour  from  the 
potentially  harmful  effects  of  light. 
L'Oreal.  Tel:  071-937  5454 
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ty  oils  as  cosmetic 
supplements 


Thousands  of  women  have  discovered  the  beneficial  effects  of 
natural  oils,  and  now  many  of  these  benefits  have  been  medically 
proven.  This  prompted  Seven  Seas  Healthcare  to  introduce  Health 
for  Beauty  oils  —  a  range  of  dietary  supplements  that  offer  both 
health  and  beauty  benefits. 

Each  of  the  four  supplements  is  based  on  a  natural  plant  oil  that 
is  linked  with  an  area  of  beauty  care.  Vitamins  and  essential  fatty 
acids  have  been  added  for  increased  beauty  benefits  to  the  hair,  skin 
and  nails,  say  Seven  Seas.  The  one-a-day  capsules  are  free  from 
artificial  additives,  and  contain  only  3  calories  each. 

The  range  comprises:  avocado  oil  with  borage  oil  and  vitamins 
A,  D  and  E  for  dry  skin;  passion  flower  oil  with  oil  of  evening 
primrose  for  maintaining  skin  elasticity;  peach  nut  oil  with  borage  oil 
and  vitamins  A,  D  andE  for  shining  hair;  and  almond  oil  with  borage 
oil  and  vitamins  A,  D  and  E  for  strong  nails. 

Each  product  retails  at  £3.99  for  one  month's  supply,  and  is 
packaged  in  a  pearlised,  pastel-coloured  slimline  carton.  During  the 
launch  period,  there  will  be  consumer  promotions  through  selected 
women's  publications.  Plans  for  a  £450,000  advertising  campaign 
during  the  peak  selling  period,  January  to  April  1991,  will  be 
announced  later  this  year. 
Seven  Seas  Healthcare.  Tel:  048275234 


Mebendazole  goes  OTC  in 
Janssen's  Ovex  for  worms 

Janssen  Pharmaceuticals  have  launched  Ovex  tablets,  the  first  OTC 
version  of  mebendazole,  for  the  treatment  of  threadworms.  The 
launch  was  made  possible  by  the  Department  of  Health's  decision 
to  make  mebendazole  obtainable  without  a  prescription. 

The  company  says  an  advantage  of  Ovex  is  that  only  one  tablet 
is  required  for  treatment.  However,  it  is  important  to  remember  that 
if  one  member  of  the  family  is  infected,  all  should  be  treated  at  the 
same  time,  and  Janssen  hope  that  the  accessibility  of  Ovex  will 
encourage  this.  It  is  estimated  that  one  in  four  children  under  the  age 
of  ten  are  likely  to  be  infected  with  threadworms.  Ovex  is  suitable 
for  adults  and  children  over  two  years. 

Each  Ovex  tablet  contains  lOOmg  mebendazole  in  an  orange 
flavoured,  sugar  free,  chewable  formulation,  and  the  tablets  retail 
in  singles,  at  £1.49. 

Janssen  Pharmaceutical.  Tel:  0235  772966 


Almay  launch  male  skincare 

The  Almay  skincare  range  for  men  may  put  an  end  to  all  that 
secretive  "borrowing"  of  women's  lotions  and  potions.  Almay, 
recognising  that  the  '90s  man  is  awakening  to  the  importance  of 
grooming,  say  that  the  products  will  take  no  more  time  and  only  little 
more  effort  to  use  than  soap  and  water. 

The  company  says  the  range  helps  to  soothe  the  irritation, 
redness  and  rashes  often  aggravated  by  shaving,  because  it  is  hypo- 
allergenic,  fragrance  and  lanolin-free. 

The  products  are:moisturiser  (150ml  £2.75),  skin  cleanser  (70ml, 
£2.25),  foaming  shaving  gel  (150ml  £2.45)  and  aftershave  soother 
(150ml  £2.45). 

Nicholas  Laboratories  Cosmetics  Division.  Tel:  0753  23971 


Oxy  Clean  turns  sensitive 

Teenagers  with  sensitive  skin  require  mild  treatment  for  spots.  A 
milder  version  of  Oxy  Clean  medicated  cleansing  pads,  suitable  for 
sensitive  skin,  has  been  launched  by  SmithKline  Beecham. 

The  formulation  contains  5%  salicylic  acid,  and  the  company  say 
it  is  an  effective  formulation  with  less  of  a  stinging  effect,  while 
helping  to  prevent  soreness  and  skin  drying.  Each  jar  contains  50 
pads  £2.39. 

SmithKline  Beecham  Health  Care.  Tel:  081-560  5151 


OVEX 


ONE  T  A  B  L  E  T 
TREATMENT  for 
T  H  R  E  A  D  W  O  R  M 


,'tl  tfflCTIVf  rRfATMENI 
OBANOI  FIAVOUIHO 
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Safe  Play  for  youths 

'  'Durex  Safe-Play  will  help  condoms  appeal  more  strongly  to  young 
people,  providing  them  with  a  quality  brand  all  of  their  own, ' '  says 
Euan  Venters  of  the  London  Rubber  Company. 

Safe  Play  condoms  are  available  in  ribbed  and  non-ribbed 
versions,  both  spermicidally  lubricated.  The  pack,  featuring  bold 
graphics  and  resembling  a  cigarette  carton  in  appearance,  is  designed 
to  appeal  to  16  to  25  year  olds.  This  age  group  accounts  for  33  per 
cent  of  condom  usage,  says  LRC,  and  around  30  per  cent  of  young 
people  use  condoms  as  their  main  method  of  contraception.  Non- 
ribbed,  3  £0.99;  10  £3.20;  ribbed  3  £1.09;  10  £3.59. 
LRC  Products.  Tel:  081-527  2377 


0ne-a-Day  range  from 
Healthcrafts  woos  new 
vitamin  users 

Healthcrafts  are  launching  a  "One-a-day"  health  supplement  range 
targetted  at  first  time  users.  The  range  comprises  12  of  the  most 
popular  dietary  supplements  to  act  as  a  stepping  stone  to  introducing 
customers  to  more  sophisticated  formulas ,  say  Booker  Nutritional 
Products.  They  add  that  the  products  are  allergen-free,  do  not 
contain  preservatives  or  artificial  colours  and  flavours,  and  have  an 
easy-to-swallow  shape. 

The  range  features  colour-coded  packaging  in  a  tamper  evident 
plastic  bottle,  cartonned  with  an  information  leaflet.  Prices  are  as 
follows:  multivitamins  with  iron  £1.99,  vitamin  C  300mg  £1.99,  vitamin 
B  complex  £1.99,  cod  liver  oil  £1.89,  evening  primrose  oil  £3.99, 
ginseng  700mg  equivalent  £4.99,  odourless  garlic  2mg  extract  £1.99, 
vitamin  E250iu  £2.99,  royal  jelly  £6.99,  chewable  calcium  with  vitamin 
D  £1.99,  and  children's  multivitamins  with  iron  £1.99. 

Healthcrafts  have  started  advertising  on  TV  again  after  a  break 
of  two  years,  with  the  message  to  customers,  "Look  after  yourself , 
you're  important,  you  deserve  it". 
Booker  Nutritional  Products.  Tel.  0932  336366 


ADVERTISEMENT 


Should 

over  4< 


Heart  maintenance 

Enjoying  a  long  and  active  life 
depends  on  keeping  the  heart 
and  circulation  healthy. 

Happily,  research  is  now 
showing  us  a  number  of  ways  in 
which  we  could  really  help  our- 
selves: 


1 .  Eat  less  fat  -  more  fibre 

2.  Take  more  exercise 

3.  Stop  smoking  and... 

4.  Start  taking  garlic 


Why  garlic? 

We  now  know  that  it  is  important 
for  the  health  of  the  heart  that  we 
maintain  our  blood  fats  and  cho- 
lesterol at  the  correct  levels. 

Recent  scientific  studies  sug- 
gest that  taking  garlic  regularly 
could  help  us  keep  these  levels 
normal. 

Nature's  little  joke 

The  best  garlic  for  you  (but  not 
for  your  breath)  is  raw  garlic  It  pro- 
vides a  substance  called  allicin 
which  has  important  benefits  but  is 
also  very  smelly  You  can't  have 
one  without  the  other. 

Unfortunately  garlic  oil  products 
use  boiled  garlic  and  contain  little 
or  no  allicin  So  what  can  you  do7 

KWAI  Garlic 

Kwai  guarantees  a  high  amount 
of  natural  allicin  producing  sub- 
stances in  every  little  easily 
swallowed  tablet  of  concentrated 
garlic. 

The  richest  source  of  allicin  is 
organically  grown  Chinese  garlic. 
Kwai  always  selects  the  highest 
grade,  whole  Chinese  garlic  cloves 
from  the  same  fertile  province. 
Then  they  are  carefully  dried  in  a 
special  process  which  just  takes 
out  water  and  nothing  else.  So 
Kwai  is  the  nearest  thing  to  raw, 
fresh  garlic;  in  a  convenient  tablet 
form  Unlike  garlic  oil  capsules. 
Kwai  contains  no  gelatine  and  no 
vegetable  oil. 

£6  million  heart 
research 

Like  you,  Kwai  cares  about  your 
health  and  has  so  far  invested  over 
£6  million  in  research  studies  to 
confirm  what  has  been  suspected 
for  centuries  -  that  garlic  could 
help  keep  the  heart  healthy.  No 
other  company  has  Kwai  is 
unique 

Three  times  a  day 

Research  has  shown  that  it's 
best  to  spread  your  intake  of  garlic 
across  the  day.  Taking  it  once  a 
day,  even  a  large  amount,  seems  in 
some  important  ways  to  lose  its 
effectiveness  after  a  short  time 
And  not  taking  Kwai's  concen- 
trated garlic  all  at  once,  helps  to 
make  sure  it  doesn't  make  you 
smell. 

So  |ust  take  two  tablets  with 
each  meal  and  stay  fragrant. 


e  pill*? 


Try  the  Kwai  kiss  test. 

Odour  controlled 

If  Kwai  is  so  potent,  why  can't 
you  smell  it  or  taste  it7  (25%  of  cur- 
rent users  were  recommended 
Kwai  by  their  friends') 

This  is  because  Kwai  doesn't 
produce  its  allicin  until  the  special 
coating  dissolves  in  your  digestive 
system 

No.1  in  Europe 

Kwai  is  now  Europe's  No1  non- 
prescription health  brand  and  over 
1  million  people  use  it  every  day. 
Kwai  is  the  ideal  way  to  take  garlic 
which  could  help  maintain  a 
healthy  heart  and  circulation 
That's  why  nine  out  of  ten  people 
who  try  Kwai,  stay  with  Kwai. 

Kwai  is  available  throughout 
Great  Britain  from  Boots,  and  other 
chemists 

New  to  Boots 

Selected  Boots  stores  are  now 
stocking  the  200  tablet  economy 
pack. 


Highly  Concentrated  (larlic  Tablets. 
The  Spice  of  Life! 
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Who's  ad? 

£250  to  be  won 

The  ten  readers  submitting  the  first  correct  entries  opened  after  the  closing  date  will  each  win  £25 

This  end-of-year  teaser  will  find  out  who  are  Over  the  Counter's  own  "telly  addicts". 
Here  are  frames  from  eight  TV  advertisements  for  well  known  products  for  you  to 
identify.  The  commercials  feature  medicines  and  front  of  shop  lines.  All  you  have  to 
do  is  match  the  pictures  with  the  right  products  from  the  list  below.  Put  your  answers 
in  the  spaces  provided,  add  your  name  and  pharmacy  address  and  send  it  to  us  at  the 
address  below. 

Entrants  must  be  assistants  employed  in  a  registered  pharmacy  for  a  minimum  of  6 
hours  in  a  normal  week.  Only  one  entry  is  allowed  from  any  one  person.  The  answers 
and  names  of  the  winners  will  appear  in  the  next  issue  of  Over  the  Counter. 

Closing  date  for  entries:  Monday,  December  10 

Send  completed  answers  to  Who's  Ad?,  Over  the  Counter,  Chemist  &  Druggist  Benn  House, 
Sovereign  Way,  Tonbridge,  Kent  TN9  1RW. 

Asilone  Nurofen  Sanatogen 

Braun  Haircare    Oxy  Timofei 
Impulse  Philishave 

1....   5  

2   6  

3   7  

4   8  

Name  

Pharmacy  

Address   


i 


] 

J 
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Verity  is  a  real-life  pharmacy 
assistant  working  full-time  in  a 
pharmacy  somewhere  in  the  UK, 
writing  about  her  job  as  she  sees  it. 


As  we  go  into  December  it  will  be 
interesting  to  see  if  smaller  retail 
outlets,  such  as  pharmacy,  suffer  loss 
of  sales  in  areas  like  fine  fragrances 
due  to  the  current  economic  climate . 

Already,  last  year's  "Reds"  have 
faded  somewhat,  in  the  case  of  make- 
up shades,  to  gentle  bronzes.  On  the 
fragrance  front, '  'lifestyle"  type  fragrances  like  Eternity, 
for  both  genders,  is  depicted  in  glossy  ads  by  a  blissful 
looking  mother/father  and  child.  Without  wishing  to 
appear  cynical,  I  can't  say  we  see  too  many  mums  or  dads 
coming  into  us  looking  quite  so  serene.  But  then  it's  hard 
to  be  serene  when  you  come  in  for  a  much  needed  bottle 
of  Calpol  after  a  sleepness  night! 

Perhaps  Eternity  will  live  up  to  its  name  and  stand  the 
test  of  time,  becoming  a  faithful  favourite  like  Youth  Dew 
or  the  more  modern  fragrances  Anais  Anais  or  White 
Linen.  There  are  a  few  exceptions,  but  we  seem  to  find 
it's  the  softer  green  florals  that  have  the  staying  power 
from  a  selling  point  of  view. 

For  us,  indeed  for  probably  countless  other 
pharmacies,  the  fortnight  prior  to  Christmas  is  the  most 


hectic  of  the  year,  not  only  with 
increased  gift-related  sales  but  OTC 
medicines  and  scripts  too.  The  busier 
we  get,  the  worse  customers' 
tempers  get,  as  they  panic  to  get  that 
last  minute  shopping  done,  minor 
ailments  eased  and  repeat  scripts 
collected  all  in  time  for  the  "big  day" . 
As  they  wait  for  their  prescriptions  we  are  treated,  not  to 
sleigh  bells,  but  to  change  or  keys  being  jangled 
impatiently  in  hands  or  pockets. 

Even  as  original  pack  dispensing  helps  cut  down  the 
wait  in  some  cases,  there  isn't  any  pleasing  some  —  I'll 
bet  everyone  recognises :  ' '  What '  s  she  doing  in  there ,  it ' s 
only  tablets.  Is  she  making  them?"  Little  do  they  realise 
that  other  people  could  be  in  front  of  them,  or  maybe 
details  need  to  be  checked.  We  almost  feel  like  asking 
them  to  call  back  later  if  they're  in  a  hurry,  but  this  usually 
incurs  the  wrath  of  the  boss  as  the  wait  might  tempt  them 
to  buy  something. 

Fortunately,  by  Christmas  Eve  customers  do  seem  to 
regain  their  Christmas  spirit,  so  let's  hope  we  can  hang  on 
to  ours  too  during  the  busy  period. 


cms 
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Alka-Seltzer 


Every  Christmas  the  great  British  public  over-indulge. 

This  Christmas  though,  we're  spending  £800,000  on 
TV  and  other  media  to  tell  them  that  relief  is  at  hand. 

So  stock  up  in  advance.  Contact  your  local  supplier  and 
take  advantage  of  the  Christmas  promotions  available. 

You  could  save  yourself  a  headache. 


Bayer  U.K.  Limited,  Consumer  Products  Division,  Bayer  House,  Newbury,  Berkshire,  RGI3  IJA.  Telephone  (0635)  39000 


